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The typeface Monticello has a rich historical background; its 
ancestry can be traced directly to the foundry of Archibald 
Binny and James Ronaldson, the first American type foundry 
to achieve permanence. James Ronaldson had started as a 
baker in 1794. After a fire wiped out his bakery in 1796 he 
had sufficient capital and initiative to form a partnership with 
Archibald Binny, both a printer and an excellent Scotch- 
trained punch cutter. They were located in Philadelphia “on a 
corner of Cedar Street atwixt Ninth and Tenth Streets.” Their 
equipment was partly of European and partly American ori- 


gin, and Binny later so improved the mold that production 
was nearly doubled. In 1800 they built their own plant. Nine 
years later they employed more than thirty journeymen and 
apprentices, but were encountering increasing difficulties in 
obtaining the antimony necessary for their operation. In this 
emergency Ronaldson decided to go to France to try and ob- 
tain a new supply. To insure the success of a difficult mission 
they requested a letter of introduction from Thomas Jeffer- 
son, who wrote to his close friend Pierre §. DuPont, French 
statesman, publisher and forbear of the famous American 
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DuPonts. In this letter Jefferson assured DuPont that 
the metal was urgently needed, that it would remain 
in the United States and that failure to obtain it might 
lead to the collapse of the American typecasting in- 
dustry. Due largely to Jefferson’s assistance Ronald- 
son was successful. In the same year, 1809, Binny 
and Ronaldson published their first specimen book. 
Included were the types on which Monticello is based 


which Archibald Binny probably first cut and cast in 
1797. These faces were popular until about 1830 
when typographic taste swung to thicker and less 
pleasing styles. For nearly seventy years the origina! 
matrices went unused. In 1892 a few fonts were cast 
from them and were successfully used by such typog- 
raphers as Daniel Berkeley Updike and Bruce Rog- 
ers. In 1943 Linotype suggested to the Princeton 


University Press that a version of the Binny and 
Ronaldson face would be most appropriate for the 
enormous fifty-two volume edition of “The Papers 
of Thomas Jefferson,” since Jefferson’s years of 
prominence coincided with the original popular- 
ity of the type. This suggestion was enthusiasti- 
cally received and the cutting of Monticello was 


undertaken. It first appeared on 17 May 1950, 
when Volume | of “The Papers of Thomas Jeffer- 
son” was published and it proved a complete suc- 
cess. Seven sizes, 7 through 14 point, of this most 
distinguished and enduring of native American 
designs are now available for your use from the 


Mergenthaler Linotype Company, Brooklyn, NY 
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MODEL ELECTRIC 


Produces leads, slugs, rule 
and base material from 1 
point to 36 points. 











More than 70% of all the daily newspapers in the United 


States and Canada use the Elrod for their strip material MODEL GAS 

requirements. This leadership is understandable be- Seems range of sizes as the 
“4. , : ode ectric machine. 

cause it is based on the Elrod’s well-earned reputation Same quality material. 


for simplicity, dependability, and maximum production . 
of quality material at the lowest possible cost. In addi- 


tion, there are six different models to fit the particular MODEL ELECTRIC 
needs of different plants. See your Elrod representative Produces leads, slugs, rule 
today if you have a strip material problem. and base material from 1 


point to 18 points. 


MODEL GAS 


Same range of sizes as the 
Model E Electric machine. 
Same quality material. 





MODEL ELECTRIC 
Elrod molds are interchangeable between 
the different models Produces leads, slugs, rule 
and base material from 1 
point to 18 points. Ideal for 
the smaller plants. 


MODEL GAS 


Same range of sizes as the 
Model K Electric machine. 
Meets most requirements 
of the composing room. 


Showing wide range of sizes from a single machine 


Ludlow Typogr a ph Compa ny 2032 Clybourn Avenue, Chicago 14 











Johnson Printing speeds production 
— cuts costs with LITHOWIPES: 


DISPOSABLE PLATE PROCESSING TOWELS 


wipes for approximately ten years," says Mr. Bowman Larson, 
hnson Printing, Inc., of Eau Claire, Wisconsin, "and have found 
resulting from their use. Most important of these are: general 
i ec ‘f their consistency; increased operating 
finishing procedure; cost saving because of Lithowipes 
rd o rags." 

















A ed especially for lithoplate 
1k g mm and alcohol wash. 
ae | ré ired ro ip finely divided metals 
ts fro Both textures give you these advantages: 
; abso tly; no lint; no "roll-—under"; hand size. 
1, they ps in savings on laundry bills, alone! 


FREE! TRIAL PACKAGE OF LITHOWIPES! Another product of 
nimberty ark Corporation Dept. No. 1A-30-L Neenah, Wisconsin 


Please < send me my FREE trial package of Lithowipes. Kimberly Clark 
HES NR 


[] FOLDED CREPED [] FOLDED RIBBED 





World leader 
in quality products 
for home and industry 





Zone State 
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THE LEADING PUBLICATION IN THE WORLD OF OFFSET-LETTERPRESS PRINTING 










Pan-American: ‘one year, $6; two years, $11; 2 


LEADING ARTICLES 


Are Sales Techniques Keeping Pace With Production? 55 
You are probably looking for new gimmicks that will produce sales 
in carload lots. You must do it to match improved production 


This Favor Was Repaid With $8,000 Order to Start 57 


An advertising agency, no customer of mine, asked me to find a 
direct mail portfolio from a client who was just browsing 


How Printers Can Use Promotion to Create More Sales 58 
Every printer and lithographer should have a promotion program 
based on his own craft. Here are many good ideas for you 


Ten-Year-Old Offset-Letterpress Firm in New Expansion 62 
New building of 40,000 square feet constructed by Delzer-Marlow 
Lithograph Co. of Waukesha, Wis. Firm now has 60 employees 


PIA Annual Sales Conference Set for March 23-25 65 


Nation’s leading sales managers and salesmen in the graphic arts 
will meet at Edgewater Beach Hotel, Chicago, for new ideas 


How Do You Pay Your Salesmen? Know All Your Costs? 66 
Pitifully low profits in the printing and lithographing industry show 
that many owners do not know costs. Here are points to watch 


Advertise—Plenty—But Be Sure That You Do It Right 67 
Advertising should be part of every printer and lithographer’s 
promotion. Learn how to do it effectively—tactfully, too 


Offset Press Cylinders Need Constant Care, Attention 68 
Press cylinders are heart of press but they often get less care 
than other parts. Here are factors pressmen should watch 


All Offset Pressmen Should Know How to Make Plates 80 


Only a few pressmen know how to gum a plate or why it is done; 
Even fewer know how to redesensitize plate or restore image 





For contents of previous issues consult the Industrial Arts Index in your library 
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Letters to Editor 4 Promotion File 88 
Month's News 99 Proofroom 73 
New Equipment 90 Salesmen’s Clinic 97 
New Literature 140 Slugcasting Problems 85 
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Lift Truck Models 


“the PEDALIFT 21” 


| q C — 


1000 Ib. capacity 
54 in. lifting height 


“the 299” 
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1000 Ib. capacity 
57 in. lifting height 
- 33 Battery Operated 
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“the CHALLENGER” 
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1500 Ib. capacity 
57 in. lifting height 
i Battery Operated 
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Hydraulic Handling for 
EVERY Department 


BIG JOE 


Manufacturing Company 
Colony Drive 
Wisconsin Dells, Wisconsin 
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Amalgamated Printers Association 
Is for All Hobby Printers, Too 


Wonderful article in the October issue on 
“If you love to print. . .” 

And giving the NAPA a plug was very 
good—because I belong to that group of 
amateur journalists. 

But the guy who has his own printing 
press—and sticks the type himself—as a hob 
by—should belong also to the Amalgamated 
Printers Association—of which I am also a 
membet 

The APA is a closely-knit group of “hot 
type” printers and has a lot of 14-, 15-, and 
16-year-old students as members. 

The printing industry is literally crying 
for recruits to fill the ever-growing need for 
more and more graphic arts employees, yet 
the one hobby group that is going all out to 
foster the small (basement or hobby) press 
printer is forgotten in your October article. 

The NAPA is a fine old organization that 
has been around for over 60 years, and num 
bers in its membership many leading men 
and women 

The APA membership requirement is 
that each member MUST set up and print 
his own material at least four times a year 

to be published in the monthly Bundle. 

Don’t forget, the APA is very prominent 
in the JA movement.—Charles Broad, Type 
founders, Inc., Phoenix, Ariz. 


(Editor’s Note: We do know about APA, 
Mr. Broad, and have for many years. Sorry 
we overlooked including it in our article; 
BUT we get publicity from NAPA but not 
from APA!) 


Enjoys Combined Magazine 


From Cover to Cover 

In your fine magazine for January, we 
noticed an article by Roy M. Barnes, Jr., 
relative to colored paper. It cited a periodi 
cal entitled “Design and Colored Paper,” 
by the Color Council, E. I. du Pont de Ne 
mours & Co. 

We would appreciate your arranging for 
us to get on the mailing list of this publica- 
tion at whatever the cost is. If there are 
back copies available, we would like to see 
these also. 

Your combined magazine is most inter- 
estingly edited and we enjoy it from cover 
to cover, and, needless to say, find it plenty 
helpful!—Carroll Teeter, Star Press, 161 
Ave., A, N.W., Winter Haven, Fla. 


Old Magazines Anyone? 

Recently I obtained some old volumes of 
The Inland Printer—Volume VI, Oct. 1888 
to Sept. 1889, and Volume VII, Oct. 1889 to 
Sept. 1890. 

These are in good condition and I won- 
dered if you know of anyone who would be 
interested in purchasing them.—Earl W. 
Flagg, 2365 S. Union St., Spencer Port, N.Y. 


This Month’s Cover... 


was designed by LeRoy Barfuss, art director 
of Sorg Printing Co. of Texas, Houston. 


CONVENTIONS 


WHAT - WHERE - WHEN 





MARCH 

Pennsylvania Newspaper Publishers Association, 
Mid-Atlantic Mechanical Conference, Hotel Belle 
vue-Stratford, Philadelphia, Mar. 17-19. 

The Navigators of New York City, third annual 
NaviGraphic review, Hotel Baltimore, New York 
City, March 19 

Printing Industry of America, Sales Manage 
ment Conference and Seminar, Edgewater Beach 
Hotel, Chicago, Mar, 21-25. 

Folding Paper Box Association of America, an 
nual meeting and folding carton competition, Am 
bassador Hotel, Los Angeles, Mar. 22-23 

Printing Industry of America, Trade Bindcrs 
Section, annual meeting, Chase Hotel, St. Louis, 
Mar. 25-27. 

Lithographic Technical Foundation, general 
members meeting, Conrad Hilton Hotel, Chicago, 
March 22. 

Lithographic Technical Foundation, Research 
Committee, annual meeting, Conrad Hilton Hotel, 
Chicago, Mar. 23-24. 

Printing Industry of America, Trade Binders 
Section, annual meeting, Chase Hotel, St. Louis, 
Mar. 25-27. 

Philadelphia Conference of the Graphic Arts 
Industry, annual meeting, Benjamin’ Franklin 
Hotel, Mar. 26. 

National Paper Trade Association, annual con 
vention, Hotel Waldorf-Astoria, New York City, 
Mar. 27-30. 


APRIL 

Graphic Arts Association Executives, spring 
meeting. La Salle Hotel, Chicago, April 4-5. 

American Management Association, National 
Packaging Conference, Convention Hall, Atlantic 
City, N. J., April 4-6. 

American Management Association, 29th Na- 
tional Packaging Exposition, Convention Hall, At- 
lantic City, N. J., April 4-7. 

Printing Industry of America, spring board 
meeting and associated meetings, Greenbrier, 
White Sulphur Springs, W.Va., April 6-9. } 

Tenth District Conference, International Asso- 
ciation of Printing House Craftsmen, Multnomah 
Hotel, Portland, Ore., April 8-9. 

Twelfth District Conference, International As- 
sociation of Printing House Craftsmen, Wilton 
Hotel, Long Beach, Calif., April 9. 

Inter-Society Color Council, annual meeting, 
Philadelphia Museum College of Art, Philadel- 
phia, April 11-12. 

Printing Industry of America, Web Offset Sec- 
tion, annual meeting, Chase-Park Plaza Hotels, St. 
Louis, April 20-22. 

Alumni Association, School of Printing Manage 
ment, Carnegie Institute of Technology, 1960 
Management Conference and Printing Alumni 
Seminar, April 21-23. 

Southern Graphic Arts Association, annual con- 
vention, Eola Hotel, Natchez, Miss., April 21-23. 

National Association of Advertising Publishers, 
annual convention, Pick-Congress Hotel, Chicago, 
April 22-23. 

Printing Industry of America, Rotary Business 
Forms Section, annual meeting, Edgewater Beach 
Hotel, Chicago, April 25-27. 

International Association of Electrotypers & 
Stereotypers, Inc., annual spring technical con- 
ference and exhibition, Sheraton-Gibson Hotel, 
Cincinnati, April 25-27. 

Lithographers & Printers National Association, 
annual convention, Boca Raton Club, Boca Raton, 
Fla., April 25-28. 

Salon International des Techniques Papeteries 
et Graphiques, Centre National des Industries et 
des Techniques, Paris, France, April 29-May 8. 

Texas Conference for Printing Management, 
Hotel Galvez, Galveston, Tex., April 30-May 1. 


MAY 
Printing Industries of Florida, annual meeting 
in conjunction with Biennial Florida Graphic Arts 
Congress, Fairgrounds, Orlando, Fla., May 1. 
Printing Industry of America, Ticket & Coupon 
Section, annual meeting, Arlington Hotel, Hot 
Springs, Ark., May 4-5. 
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photo-composes D isplay Type by DIALIN G! 
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Prints on 35MM Paper or Film AB BU, 
These fonts never wear out—and take up no more room than 

a phonograph disc. In fact, you use it like a record. Simply 

drop your selection on the spindle in the HEADLINER and ABCD 

spell out your copy on the dial. From that point HEADLINER 


does the rest—developing, washing, fixing and delivering a 


smudge-proof, micro-sharp ‘‘repro’’. All the popular faces are 
available in HEADLINER ‘TypeMasters’*—in sizes from 10 


pt. to 84 pt. The difference in what it would cost you for an 


average range of display types in conventional metal fonts 
and the same range of faces in HEADLINER fonts would 


cancel out your entire investment in a HEADLINER. 


No Dark Room, No Trays...Completely Automatic! ABCDEFGH 
CDE 
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CUTTING COSTS IS OUR BUSINESS 
eeocece eeceeceeveeceeeeseseeeee 


Varilyper L orporation 


720 FRELINGHUYSEN AVE., NEWARK 12, N.J. Dept. H-34 
Send full details on the HEADLINER 


*THE HEADLINER TYPEMASTER 
A heavy plastic, permanent, negative con- 
taining the entire font...numerals, sym- 
bols and punctuation. Letterspacing 
is achieved automatically. 


All ‘Heads’ in this Ad were photo-com- NAME. ..cocccctccccccccccccccccccccccccccccecccccesccccccaceoccceccsscecsoete 

posed on the HEADLINER. Text was SOR AY vans ccoccedevecsssvncctocesscsevesscccsesencscscceccneqoeceseseses 

atamasee on the VARITECER: ADDRESS. ccccccccccccsscccccccvessscesetsssersssesees ss sees se eeeeeeeeeesees 
VARITYPER CORPORATION 

SUBSIDIARY OF ADDRESSOGRAPH-MULTIGRAPH CORPORATION SITY. cocccccvcccccccccsccccccsccocccccees ZONE.....STATE..cccceescesseoe 
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PHIL SILVERS, CBS-TV STAR 


Greater Stability! Paper problems can knock offset press performance for a loop. 
That’s why so many printers use Consolidated Offset Enamels. Every sheet is double coated 
for greater stability, maximum uniformity, more pick resistance—all around finer quality. 
They run better—print better—look better. Yet Consolidated double coating costs no more! 
Just ask your Consolidated Paper Merchant for free test sheets. Make your own test run. 
Compare quality, press performance and results. P 
Fair enough? Available only through your Consolidated Paper Merchant onsotdatece 
DOUBLE COATED OFFSET: Productolith, Consolith Gloss, ConsolithOpaque WORLD'S LARGEST SPECIALIST 
IN ENAMEL PRINTING PAPERS 


A COMPLETE LINE FOR OFFSET AND LETTERPRESS PRINTING 
Consolidated Water Power & Paper Co. - Natl. Sales Offices, 135 S. La Salle St., Chicago 
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TOMaTED COLOR REPRODUCTION 


ROYAL ZENITH ANNOUNCES THE AUTOSGAN 


The AUTOSCAN, developed by the noted 
British firm of Hunter-Penrose, Ltd., leaders in 
graphic arts for 60 years, is a fully operational 
continuous-tone color scanner available for pur- 
chase today. It produces color-separated nega- 
tives for lithographic, letterpress, or gravure 
reproduction of the highest quality. 


The AUTOSCAN is not an experimental device 
nor a prototype. It is an established, working 
instrument, now in extensive use for actual pro- 
duction in half a dozen European countries. We 
believe it to be the long-sought answer to the 
search for increased speed, simplicity, control 
and quality in economical color reproduction, 


The AUTOSCAN is basically a fine reproduc- 
tion camera. In place of lamp illumination, it 
employs an electronically-controlled pinpoint 
scanning light. Color copy, up to 24”x 24”, is 
scanned by this dot, rapidly and closely. The 
light dot reads the copy in horizontal sweeps, 
120 times to the inch. These overlap, so that the 
exposed negative has no lines whatever. 


The AUTOSCAN works directly from reflective 
color originals, automatically correcting for 
proper ink and paper balance in each color. No 
masking or balanced negatives are needed. The 
brightness of the scanning light is varied by 
photocells and electronic circuits, compensating 
and correcting automatically for the desired 
contrast and definition, for screens and filters, 
and for quality results in the end reproduction 
process: lithography, letterpress or gravure. Set- 
tings are quickly and easily made or changed to 
meet varying ink, paper and other requirements. 


ROYAL ZENITH CORPORATION 


HOTOGRAPHIC COLOR SCANNER 
Sivan continuous tone separations, color- 
corrected and balanced for ink, paper and 
printing process, for copy up to 24’’x 24” in- 
cluding 1.5 enlargement and 3 reduction to a 
maximum negative size of 20’x 16”. 








The AUTOSCAN actually ners 's with light, 
achieving truer color reproduction than has ever 
before been possible. Grey scale control is finer 
and black can be eliminated from pure color 
areas. It will enlarge up to 1.5 times and reduce 
to 4, working with tone, line and combinations. 
Register is automatic. Hand work and correction 


are reduced an average of 80 per cent. 

Because the AUTOSCAN is basically a repro- 
duction camera, not an electronic device, its 
principles and operation are familiar to any 
competent cameraman. The simple controls are 
quickly mastered. Once these controls are set, 
operation is automatic, and the possibility of 
human error is reduced to a minimum. 


Please write for literature on the AUTOSCAN, 
giving full details and specifications. 


180 VARICK ST., NEW YORK 14, N.Y. Ml 1350 SO. BROADWAY, LOS ANGELES 15, CAL. ml 608 SO. DEARBORN ST., CHICAGO 5, ILL. 
... WHICH BRINGS YOU THE MOST AUTOMATED SINGLE-COLOR OFFSET PRESSES AVAILABLE TODAY: THE ROYAL ZENITH 23, 25 AND 30. 
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a salute to the 


WINNERS 


LETTERHEAD FOR 
Provident Mutual Life Insurance 
Company of Philadelphia 
Philadelphia, Pennsylvania 


PRODUCED BY 
Provident Mutual Life Insurance 
Company of Philadelphia 
Printing & Offset Department 
Philadelphia, Pennsylvania 
Robert Baldwin 

PLOVER BOND FURNISHED BY 
Wilcox-Walter-Furlong 
Paper Company 
Philadelphia, Pennsylvania 
James A. Lyons, Jr 


~ 
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of the 1959 Plover Bond 
Letterhead Competition 


LETTERHEAD FOR 
Modern Bride 
New York, New York 


PRODUCED BY 
Anthony’s Printing Company 
Chicago, Illinois 
Tony Harski 


PLOVER BOND FURNISHED BY 
Midland Paper Company 
Chicago, Illinois 
John Skozek 


LETTERHEAD FOR 
Torrey & Associates ¢ Advertising 
Pasadena, Calif 


PRODUCED BY 
Wood & Jones Printers 
Pasadena, Calif 
R. B. Wood 


PLOVER BOND FURNISHED BY 
Zellerbach Paper Company 
Los Angeles, Calif 
Vic Torrance 






LETTERHEAD FOR 
Howard College 
Birmingham, Alabama 


PRODUCED BY 
Monroe Letterheads Company 
Huntsville, Alabama 
Ed Monroe 


PLOVER BOND FURNISHED BY 
Clements Paper Company 
Nashville, Tennessee 
O. D. Lane 





LETTERHEAD FOR 
Fiberglas Fabric Center 
New York, New York 


PRODUCED BY 
R. E. Ferguson Company 
Woodside, New York 
Joe Murray 


PLOVER BOND FURNISHED BY 
Majestic Paper Corporation 
New York, New York 
Melvin W. Yobs 


eeeecececescecces 


LETTERHEAD FOR 
Creative Printers 
Des Moines, lowa 


PRODUCED BY 
Creative Printers 
Des Moines, lowa 
William Gossett 


PLOVER BOND FURNISHED BY 
Western Newspaper Union 
Des Moines, lowa 
Dean Nims 


NATIONAL LETTERHEAD COMPETITION 959 


«Golden Plover trop 


to printing craft 
services of d : 
Bond, in the nati 
most authoritative 


istributor sa 


hy presented as a tribute 


smanship and for the | 
lesmen who sell Plover 


on’s fastest-growms and 


Letterhead Competition. 


LETTERHEAD FOR 
Radiant Color Company 
Oakland, California 


PRODUCED BY 
Velvetone 
San Francisco, California 
Vernon Brant 


PLOVER BOND FURNISHED BY 
Zellerbach Paper Company 
South San Francisco, California 
Romeo Pasquini 


LETTERHEAD FOR 
Douglas Aircraft Company, Inc 
Santa Monica, California 


PRODUCED BY 
Burdge, Inc 
Los Angeles, Calif 
Richard Burdge 


PLOVER BOND FURNISHED BY 
Zellerbach Paper Company 
Los Angeles, Calif 
Philip R. Scidmore 











LETTERHEAD FOR 
The Car Circus 
Seattle, Washington 


PRODUCED BY 
Gateway Printing Company 
Seattle, Washington 
William Zarkades 


PLOVER BOND FURNISHED BY 
Zellerbach Paper Company 
Seattle, Washington 
Samuel R. Boren 


LETTERHEAD FOR 
Brill Monfort Corporation 
Brooklyn, New York 


PRODUCED BY 
Dartmouth Press 
New York, New York 
Phil Getz 


PLOVER BOND FURNISHED BY 
Forest Paper Co., Inc 
New York, New York 
Victor Cherner 





LETTERHEAD FOR 
Newark Printing Co 
Newark, New Jersey 


PRODUCED BY 
Newark Printing Co 
Newark, New Jersey 
Ronald Treiman 


PLOVER BOND FURNISHED BY 
J. B. Card & Paper Co 
Newark, New Jersey 
Bernard Bloom 


LETTERHEAD FOR 
Washington Litho Club 
Washington, D. C. 


PRODUCED BY 
Randall Printing Co., Inc. 
Washington, D. C. 
G. H. Randall 


PLOVER BOND FURNISHED BY 
Frank Parsons Paper Company, Inc 
Washington, D. C. 
O. E. (Gene) Shorter 
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1960 COMPETITION NOW ON...WIN CASH AND 
RECOGNITION AWARDS...ASK YOUR PLOVER BOND 
SALESMAN TO ENTER LETTERHEADS FOR YOU 


Next time your PLover BOND salesman calls, ask him for 
“details on the 1960 Letterhead Competition. He knows the simple rules 
and will be glad to enter letterheads for you. Ten winners 
every month . . . cash prizes and handsome, framed certificates. 


PLOVER BOND IS DISTRIBUTED BY THESE FINE COMPANIES 


a The Whitaker Paper Company 
SPT The Baxter Paper Company 
DOURITOS <cccsiccss The Paper Supply Company 
Bethlehem, Pa..Wilcox-Walter-Furlong Paper Co. 
Birmingham.......... Jefferson Paper Company 
Se eer Zellerbach Paper Company 
PN i 6600s Weanas Lindenmeyr Paper Co., Inc. 
ey Seaboard Paper Company, Inc. 
Bridgeport, Conn.....Geo. W. Millar & Co., Inc. 
Bristol, Va.-Tenn........ Dillard Paper Company 
Brockton, Mass....The J. C. Campbell Paper Co. 
PD 0 Gasive anes The Alling & Cory Company 
Burlington, Vt.....Vermont Paper Company, Inc. 
a a OR Dillard Paper Company 
LED. 6 acs hacen eae Chicago Paper Company 
CI es kind. < as nae Midland Paper Company 
i pdidscaneeneunem Moser Paper Company 
CG cs avgucesnneonee Reliable Paper Company 
Cincinnati...... The Chatfield Paper Corporation 
Cleveland.......... The Alling & Cory Company 
Colombid, $.. CG... <cns Palmetto Paper Company 
DOUG ss 8050.65 isesy ee Clampitt Paper Company 
Danbury, Conn............ Mid-Eastern Envelope 

& Paper Company 
OE OTT re ET Jensen Paper Company 
Des Moines.......... Western Newspaper Union 
NN Seas ssa es The Whitaker Paper Company 
errr yr re Weber Paper Company 
Pre Duluth Paper & Specialties Co. 
East Hartford, Conn...Henry Lindenmeyr & Sons 
Emeryville, Calif.....Zellerbach Paper Company 
Eugene, Ore.......... Zellerbach Paper Company 
reer e re Zellerbach Paper Company 
NOE REREES SOC ete Leslie Paper 
POE. vgs cesvus eas Western Newspaper Union 
Fort Wayne, Ind...... Taylor-Martin Papers, Inc. 
See Clampitt Paper Company 
an PEER CELE Zellerbach Paper Company 
Grand Rapids..... Grand Rapids Paper Company 
Greet Fable; MOR Ge a 6s oe ce cance Leslie Paper 
Greensboro, N, C........ Dillard Paper Company 
Greenville, S. C......... Dillard Paper Company 
Harrisburg, Pa...... The Alling & Cory Company 
Hartford, Conn............ Batt Paper Company 
MING Ole Bebe cis cor Henry Lindenmeyr & Sons 
NS <a duck eesseue Clampitt Paper Company 









Indianapolis......... The Chatfield Paper Corp. 
Indianapolis....MacCollum Paper Company, Inc. 
JaCKSOn, MU8G si. oss ccc es Central Paper Company 
Jacksonville, Fla..Graham-Jones Paper Company 
Kansas City, Mo.....Midwestern Paper Company 
Kansas City, Mo...... Wertgame Paper Company 
Knoxville........ Louisville Paper and Mfg. Co. 
Lincoln, Nebr........ Western Newspaper Union 
So ee Western Newspaper Union 
Los Angeles......... Zellerbach Paper Company 
Lovisville........ Louisville Paper and Mfg. Co. 
Madison, Wis....... General Paper & Supply Co. 
Madison, Wis.....Yankee Paper & Specialty Co. 
MOMING 5 occ ccwned Memphis Paper Company 
Menasha, Wis.....Yankee Paper & Specialty Co. 
WI ek. ckcdec awe cen E. C. Palmer & Company 
Milwaukee....:.. Allman-Christiansen Paper Co. 
Milwaukee..... Dwight Brothers Paper Company 
Milwaukee....... Yankee Paper & Specialty Co. 
PID Sa.c a ba'swosuancee pent Leslie Paper 
Minneapolis.......... Newhouse Paper Company 
Minneapolis........ Wilcox-Mosher-Leffholm Co. 
Montgomery, Ala...W. H. Atkinson - Fine Papers 
EL Sea Newhouse Paper Company 
ee eee Clements Paper Company 
ee J. B. Card & Paper Company 
eg Se Alco Paper Company 
New Orleans............ A to Z Paper Company 
New Orleans............ Sam A. Marks and Co. 
a. eae The Alling & Cory Company 

Miller & Wright Paper Co. 
New York........ H. P. Andrews Paper Company 
NOW VOM si ic se seess Berman Paper Corporation 
NOW VOeicccsccasces Duplicating Papers, Inc. 
i eee M, M, Elish & Company, Inc. 
gs ee Forest Paper Company 
et ee Geo. W. Millar & Co., Inc. 
ok eee Linde-Lathrop Paper Co. 
MO VOR. Sis canter Henry Lindenmeyr & Sons 
MO TE ii i es Majestic Paper Corporation 
ke, See Kent Paper Company, Inc. 
New York........ Nelson-Whitehead Paper Corp, 
it so EEEEE ESTEE Reinhold-Gould, Inc. 
GU NAME orcs Seva Fae sess Ris Paper Company 
New York. .......0000 Royal Paper Corporation 





Oklahoma City....... Western Newspaper Union 
Gras chao xs: doces Western Paper Company 
ee Graham-Jones Paper Company 
Powtucket, R. I... The J. C. Campbell Paper Co. 
Philadelphia......... Schuylkill Paper Company 
Philadelphia. .. .Wilcox-Walter-Furlong Paper Co. 
PRIN a ck ecssewes Zellerbach Paper Company 
i The Alling & Cory Company 
Pocatello, Idaho..... Zellerbach Paper Company 
Portland, Ore........ Zellerbach Paper Company 
i Ot Central Paper Company 
Rettten, Be Cos eccsics Dillard Paper Company 
Redding, Calif....... Zellerbach Paper Company 
tener cceceueas Zellerbach Paper Company 
Richmond, Va..... B. W. Wilson Paper Company 
eee Dillard Paper Company 
Rochester, N. Y.....The Alling & Cory Company 
Sacramento......... Zellerbach Paper Company 
ee Acme Paper Company 
NE MOE wisn nicla.é:auseabinnde eee Leslie Paper 
Salt Lake City....... Western Newspaper Union 
Salt Lake City....... Zellerbach Paper Company 
Se Tei cecicens. Zellerbach Paper Company 
San Francisco....... Zellerbach Paper Company 
ree Zellerbach Paper Company 
Se ee Zellerbach Paper Company 
SO, Western Newspaper Union 
SN nase a vSennd Western Newspaper Union 
A Macao te can eexwale Leslie Paper 
Ic aiyicanneea Zellerbach Paper Company 
Stockton, Calif....... Zellerbach Paper Company 
Syracuse, N. Y...... The Alling & Cory Company 
TOR oa sock ncaa Standard Paper Company 
Cee Zellerbach Paper Company 
PSs ant s'eeue Graham-Jones Paper Company 
0 ee The Commerce Paper Company 
Topeka, Kans....... Midwestern Paper Company 
Trenton, N. J...... J. B. Card & Paper Company 
WER 40404040 ¥ cence Tulsa Paper Company 
ag a Ae The Alling & Cory Company 
Walla Walla......... Zellerbach Paper Company 
Washington, D. C...... Frank Parsons Paper Co. 
Was oss vetesae Western Newspaper Union 
Wilmington, N. C........ Dillard Paper Company 
Worcester, Mass... The J. C. Campbell Paper Co. 
VOR iiss ceicevs Zellerbach Paper Company 
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i betting that 
- 8 out of 10 
printers 

who see 
this Harris .-- 
Zo x 38" 
demonstrated , 
| on April 20 , 
will buy it! i 








The odds are on our side . . . and also yours, if you attend 
this press demonstration on April 20. 

80% of the printers who have seen this terrific Harris 
2-color press in action, have bought it. 

And no wonder. It handles 9’’ x 12” bleed signatures, 
eight up at speeds up to 7000 iph . . . plus these big features 
—the versatile Harris feeder, feed roll registers, famous 
multi-roll inker, pull side guides and the exclusive Harris 


HARRIS-SEYBOLD COMPANY 





HARRIS 


double-size transfer cylinder. Why not see for yourself 
why a man does his best work on a Harris! 

On April 20, we are going to demonstrate the Harris 25” 
x 38” right in your area. A Harris representative will 
be pleased to pick you up at your door. 

Call your Harris-Seybold District Office or Cal Loefgren, 
VUlcan 3-2000 in Cleveland, collect! 


A Division of Harris-Intertype Corporation 


INTERTYPE 


4526 East 71st Street * Cleveland, Ohio 
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ANOTHER HIGHEST-FIDELITY JOB WITH 
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OFFSET BLANKETS 


o 2.28 A 


Reproduction with Blanket ‘‘A"™ 


* 


Reproduction with new Hi-Fi Blanket 





Illustrations courtesy of Albany Products Co., Inc., So. Norwalk, Conn., and Sterling-Roman Press, Inc., New York City, N. Y. 


Just run your well-trained eye over the two compar- 
ison spots above. It won’t take you a second look to 
discover the superiority of the new Hi-Fi blankets’ 
work. Notice how the half-tone dots aren’t mushed or 
distorted—the whole job’s sharper, cleaner. 


Credit for that belongs to the exclusive, new Goodyear 
“micro-texturizing” process. It gives Hi-Fi blankets 
a completely new kind of surface that produces a new 
high in offset quality. 


PRINTERS SUPPLIES BY 


New Hi-Fi blankets can be used with any type paper, 
too. In every case they’ll cut your “break-in” time— 
make wash-up easier — resist “smash” and aging 
longer. 


And, most surprising of all, superior performing 
Hi-Fi blankets don’t cost a cent more than the others. 
For actual figures — and full details — see your local 
Goodyear Distributor. Or write Goodyear, Printers 
Supplies Sales Dept., New Bedford, Mass. 


Hi-Fi—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 


GOODFYEAR 


THE GREATEST NAME IN RUBBER 
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NOW YOU CAN MAKE 
PRE-CURVED ENGRAVINGS 
WITHOUT DISTORTION 

ON REGAN ROTARY 
PHOTO-ENGRAVING EQUIPMENT 





For the first time, you can engrave pre-curved metal plates for combination, line, halftone 
or process color work to any given curve — without distortion. Three entirely new machines — 
the Regan Rotary Coater, Regan Rotary Vacuum Printer, and Regan Rotary Powderless Etcher 
— now make this possible. 

The plates you engrave on Regan equipment can be printed to perfect register on either 
all-rotary presses or in combination with flat plates. And because duplicate plates are 
eliminated, Regan equipment makes rotary letterpress competitive with other printing proc- 
esses for a wider range of jobs than ever iastioie Let us tell you how it can revolutionize 


your profit picture. 





Regan Rotary Coater Regan Rotary Vacuum Printer Regan Rotary Powderless Etcher 


ae ee Ce 





INDUSTRIES, INC. 





1720 MARCO POLO WAY * BURLINGAME e CALIFORNIA e PHONE: OXFORD 7-115! 
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More type in less time at lower cost...with FAIRCHILD TELETYPESETTER® 





“TTS® GIVES US 24 GALLEYS OF TOUGH 
MIXER COMPOSITION PER MACHINE PER SHIFT” 





says J. N. ANZEL, New York City trade compositor 


“The operator of a Teletypesetter Perforator can produce about this much tape in one 
day,” says Jack Anzel, member of the Executive Committee of the Master Printers Sec- 
tion, NYEPA. “This tape—fed into a TTS-equipped high-speed linecasting machine — 
produces automatically all the type you see here. That’s 3 times more than can be pro- 
duced in one day by manual operation!” 

The time-tested Fairchild Teletypesetter system does it. TTS perforated tape can also 
operate your linecasting machines at their maximum capacities, continuously and auto- 
matically setting type hour after hour. Here’s what it means to commercial printers: 

* Stop-and-go manual operation is eliminated. Peaks and valleys of work load are 
smoothed out. Overtime is drastically cut. Delivery promises are more easily kept. 

* TTS tape can be used over and over for reruns. There’s no need to store heavy, expen- 
sive metal. Store tape instead of type. 

* TTS is the only mechanical typesetting system, and the equipment can be easily main- 
tained by your present personnel with a minimum of training. 

* Uniform TTS speed means uniform slugs. Manual operation is subject to inter- 
ruptions which can allow metal temperature to change. This sometimes alters the 
consistency of slugs. Write for 24-page booklet “More Type in Less Time.’ 





Division of Fairchild Camera and Instrument Corp. 








Fairchild Teletypesetter system comprises TTS 
Perforator (upper photo) and TTS Operating 
Unit (lower photo), attached to linecasting 
machine by means of Adapter Keyboard. 


Fairchild Graphic Equipment, Dept. FGE-17 


‘a) I] RCH, {| Ll D cRara Fairchild Drive, Plainview, L. 1., N. Y. 


Please send me ‘‘More Type in Less Time.” 





TELETYPESETTER ima 

















Company. 
District Offices: Eastchester, N. Y.; Atlanta, Ga.; 
Chicago, Ill.; Los Angeles, Calif.; Toronto, Ont. Street 
City. 


Zone State. 
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IN LETTERPRESS INKS? 


Speed King’s 18 easy-to-mix colors and black are all you need 
for fast, high quality color work. Packed in 1 and 5 |b. cans, 
ready to run on any job in the shop. Ask your IPI man for a 
Speed King color card... it tells the whole story! 


Laan Geo lale BS) of-1-1e BE @lale Mela -MMiceleol-tulola Melman (-leail-tuliae] i els olelachilels 


CORPORATION DIVISION 


EXECUTIVE OFFICES 67 WEST 44th STREET, NEW YORK S36, N.Y 


ANOTHER WAY 


... from tape to type in a twinkle! 


FEWER LINECASTERS DO 
MORE WORK! 


New RCA Electro Type Setters set type 
faster with greater accuracy 


“A 


Linecasters equipped with tape-operated RCA units auto- 
matically set up to 540 characters per minute, permitting 
fewer machines to do more work. 


This remarkable new system for automating the linecasting 
operation by-passes the entire keyboard assembly, and actu- 
ates the escapement verges directly by means of solenoids 
connected to each verge in the magazine of the typesetter. 


Reliable RCA Electro Type Setters eliminate the inaccu- 
racies which stem from failures in the keyboard mechanism 
and provide true sequential dropping of mats from the mag- 
azines at high speeds. 


The RCA equipment can be installed without a keyboard 
assembly on the linecaster. Or, if a combined automatic 
and manual operation is desired, this can be accomplished 
by a simple switching arrangement. 









































These Outstanding Advantages: 


* High-speed—two fo three times faster than conventional typesetting methods. Get complete details on the time and money 
% Fewer machines do more work—linecasting machines are able to work saving advantages of RCA Electro Type Setters. 
at rated capacity. Send for new descriptive brochure or ask for 


* Permits better scheduling of work load. Later deadlines. ae 
* No tape in composing room. Linecasters are remotely operated. RCA pera e to call. Address on Dept. 
* Economical—saves floor space and maintenance. E-380, 12605 Arnold Avenue, Detroit 39, Mich. 


* Handles 6-unit code perforated tape. 


RADIO CORPORATION of AMERICA 


INDUSTRIAL AND AUTOMATION DIVISION 
Tmk(s) ® DETROIT, MICHIGAN 
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LESS THAN 


AN INCH 


in either 
direction 
can snarl up 
a mailing 





Help your customers plan their booklets, bulletins and direct mail with the 
proper envelopes in mind and avoid such snarls. It’s easy when you have the 
U.S.E. Envelope Selector Chart, a pocket piece that shows 70 standard U.S.E. 
Envelopes and gives sizes. It’s free. Ask your U.S.E. Paper Merchant for a 
copy or write Advertising and Sales Promotion Department— 


United States Envelope Company 


General Offices ©@ Springfield 2, Massachusetts 
Helping Printers sell more envelopes profitably to more users 
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$500 
$400 
$300 
Ss 
14 yA «a? 
$200 < —~ at Chart shows cost of pro- — 
qos ducing 9x12 printing 
eitioe units one color one side. 
$100 Oa Same relative values ap- —4 
: ply to one color two sides. 
Units 100M 200M 300M 400M 


New cost study demonstrates: ATF Chief 126 most 


economical offset press for largest share of 8%x11 and 9x12 jobs 


















































A new cost analysis of all sizes and 
makes of offset presses normally used in 
the production of 8%x11” and 9x12” 
printing jobs demonstrates conclusively 
that ATF’s new Chief 126 (20x26”) is 
the most economical press for most com- 
mercial work in these sizes. 

The study compares 8%x11” pro- 
duction costs on the Chief 126 with 
17%x22%”", 23x30”, 23x36” and 36x 
4958” presses, and with 23x30”, 23x36”, 
25%x38” and 42x58” for 9x12” jobs. 
The hour costs, plate costs, makeready 
costs and press running costs are all based 
on published standards in use throughout 
the graphic arts industry. 

For 842x11” work, printed one color 
on one side or one color on both sides, 
the Chief 126 is the most economical pro- 
ducer of all quantities from 23M to 
115M. For quantities below 23M, the 
174%x22%” is slightly more economical; 
for quantities over 115M, the 23x30”, 
printing 6-up, is the winner. On jobs call- 
ing for printing two colors on one side 
and one on the reverse, the Chief 126 
again takes over from the Chief 22 at 
23M-—but it is also more economical than 
the 23x30” for quantities up to 160M. 

In 9x12” work, the Chief 126 has no 





competition for any quantities up to a 
million and beyond! This holds true 
whether the job is printed one color one 
side, one color each side, or two colors 
one side and one on the reverse. Its near- 
est competitor is the 23x30”, but the 
longer the run the greater the economy 
on the Chief 126. 

For purposes of simplification, the 
study uses 82x11” and 9x12” printing 
units as the basis of comparison. To de- 
termine comparative production costs for 
the type of work you may print in your 
plant, it is only necessary to figure the 
number of units involved. A four page 
8%x11” folder, for example, consists of 
two units—so that particular job would be 
most economically produced on the Chief 
126 if the order called for any quantity 
from 11,500 to 57,500. An 8 page folder 
consists of four units, so any order from 
5,750 to 28,750 is the most economic 
range of the 126. Both of these examples 
assume that the jobs are printed one color 
on each side. 

You can readily see that the range of 
jobs in which the Chief 126 is the.most 
economical producer covers a very large 
portion of the work done by most com- 
mercial printing plants. Its versatility does 


500M 





not end with 84x11” and 9x12” work, 
since its 20x26” sheet size makes it ideal 
for running standard sizes of most types 
of stock, including label and cover. 

This cost study has been prepared by 
C. M. Foss, Sales Engineer for ATF. Al- 
though it is not being printed for general 
distribution, your ATF Representative 
has a copy and will be happy to show it to 
you on request. The complete study in- 
cludes much more information about off- 
set press costs than we have reviewed here. 
Be sure to ask your ATF Representative 
for the full story. 


ATF Web Offset 
Publication Press 
Features High Speed 
Quality Production 


This new ATF press has a maximum 
web width of 38” and a cylinder circum- 
ference of 2342”. It will produce folded 
signatures at an operating speed up to 
25,000 cylinder revolutions per hour. 

New features are incorporated in the 
new press to assure top quality at the 
higher running speeds, superior color reg- 
ister, and reduced down time in making 
size change-overs. The area of control 
over the web, without additional idler 
roller contact, has been achieved by a 
patented blanket cylinder arrangement so 
that the web is slightly wrapped around 
both the upper and lower cylinder, with 
no possibility of pull-back, and therefore 
eliminating any printing slur. Folding 
cylinders have been designed with im- 
proved tucking action and a means for 
permitting rapid changing types of folds, 
thereby reducing the changeover time 
from one fold to any other fold to ap- 
proximately 10 minutes. 

This new 234%2x38” ATF Web Publi- 
cation Press will produce four types of 
signatures. The maximum page for the 
newspaper size is 19x23%”. Tabloid 


(turn page) 





















cont. from page 1) 


maximum is 113%4x19”. Other maxi- 
mums are 942x11%4” magazine size, and 
558x119” digest size. 

On this 234%x38” blanket-to-blanket 
web press, both upper and lower plates 
can be changed simultaneously in a few 
minutes without breaking the web. Plate 
cracking is virtually eliminated by the 
proven new features engineered into both 
the plate bending device and in the plate 
lock-up design. The upper and lower unit 
register controls for side and running way 
adjustment are separate, and may be oper- 
ated and remotely controlled while the 
press is running. Other features in the 
folder are the arrangement for full width 
cross perforation and vertical slot perfor- 
ation of the signatures. Ink form roller, 
ink ductor, and water dampener controls 
are all grouped for easy accessibility. 

Incorporated in the upper pull roller 





Four types of folded signatures—at operating speeds up to 25,000 cylinder revolutions 
per hour—can be produced on this new 2342x38” ATF Web Offset Publication Press. 


section of the folder are full page com- 
pensating arrangements for each web 
thereby eliminating the lost time incurred 
in loosening and retiming main drive 


shaft coupling when different web leads 
are required. 

Ask us to send you full information 
on the new 234%x38”. 





Now...direct image and presensitized 
ATF Lithomaster Plastic Plates 


Operators of small offset presses and du- 
plicators will welcome the advantages in 
quality and economy of reproduction 
offered by ATF Lithomaster Plastic Plates, 
with ATF chemicals and supplies. 

The plates, with a thick white plastic 
coating on the working surface which 
simulates the quality of a lithographic 
stone, are available for most presses and 
duplicators in 10x15” through 225¢x20” 
sizes —either as presensitized plates for 
photographic exposure, or as direct image 
plates for mechanical reproduction. 

ATF Lithomaster Direct Image Plastic 
Plates are primarily designed for use on 
comparatively short runs. When typewrit- 
ing and Varityping, they feed smoothly 
and evenly without slippage... give sharp, 
true reproduction without fuzziness, in- 
dents, etc. Artists find the smooth, no- 
grain surface superior to ordinary paper 
plates for sketching, tracing and ruling. 
Forms, charts and linework can be drawn 
easily. Signatures are reproduced in detail. 

Direct. image plates are available in 
four types: short-run, medium-run, long- 
run, and Xerox. The image may be ap- 
plied directly to the plate by typewriter 
or any number of special pens, pencils, 
crayons, etc. Type, line cuts and halftones 
can be reproduced by proving on any 
standard proof press. 

The ATF Lithomaster Presensitized 
Plastic Plate features single-step process- 
ing. You just expose, desensitize with ATF 
Desensitizing Solution and print. The 
plate requires no additional moistening 
and can be run on the press or duplicator 
as soon as the surface is wiped with the 


desensitizer. The image is immediately 
visible upon exposure. Here are some ad- 
vantages of the ATF Lithomaster Presen- 
sitized Plastic Plate: 
(1) Immediately visible image 
(2) Sharper image due to no-grain 
surface 
(3) Unwanted images removed with- 
out trouble 
(4) Runs clean...due to its porous, 
stonelike surface 
(5) One-step operation before run 
(6) High resistance to fingerprints 
(7) Easily disposable 
Other ATF Chemicals include a Filing 
Solution for plate storage, Correction 
Fluid for use with carbon paper ribbons, 
Fountain Solution to keep ink from ad- 
hering to non-printing areas, All-Purpose 
Etch for fixing the image on Direct Image 
Plates, and Gum Solution for preserving 
images on Presensitized Plates. 


Too busy to advertise? 


You, as a producer of printing, should be 
among the most prolific users of adver- 
tising—but are you? Or are you too busy 
printing the advertising of other business- 
men to take time to do some for yourself? 

Most progressive printing companies 
conduct some sort of advertising cam- 
paign on a fairly regular basis. They pre- 
pare special mailing pieces, letters, reply 
cards, etc., designed to acquaint their pros- 
pects and customers with the full scope of 
the services they offer, and examples of 
their craftsmanship. Many other printers 
do this sort of thing occasionally—even 
sporadically—““when time and money per- 
mit.” This is not as effective, but is better 


than nothing; and a surprisingly large 
number of printers do just that: nothing! 

If you are among the “sporadic” or 
“nothing” group, you needn’t be. You can 
develop your own, individual campaign 
without having to spend hours writing 
clever copy, or designing artistic layouts, 
or printing special pieces every month. 

The best advertisement you can send to 
prospects and customers is a well-printed 
sample of a job you have done. Pick one 
or two jobs each month, according to 
your desire for frequency of mailing, and 
make a small overrun while it is on the 
press—or use the normal “overs” instead 
of delivering and billing them to your 
customer. In any event, get permission 
from your customer to use his piece. Most 
customers will be glad to cooperate, and 
be flattered that you chose their job for 
such promotion. 

But don’t stop there. Prepare a small 
tip-on, or a letter, plus a reply card, to 
call attention to the fact that you printed 
this job and you can do the same high 
quality work for Mr. Prospect if he'll just 
return the card when he has a job to be 
done. This tip-on, folder, or letter can be 
prepared and printed in sufficient quanti- 
ties so you can support 12 or 24 mailings 
per year without reprinting. You can put 
some variety in it by merely changing 
colors and kinds of paper and ink. 

If you have been “too busy to adver- 
tise” try this simple, inexpensive direct 
mail campaign for a year. The results will 
probably surprise you. Also, include the 
Advertising Manager, American Type 
Founders, 200 Elmora Avenue, Elizabeth 
N. J. on your mailing list. We'll welcome 
your mailings for our library of “printers’ 
advertising.” (This request applies to all 
printers who conduct self-advertising cam- 
paigns by mail. ) 
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Force-feeding of ink improves printing quality, 
pays for itself on small as well as large presses 












FORCE FEEDING 
with Baldwin® ink Foun- 
tain Agitators means the 

pressman puts only enough ink 
into the fountain for the job. 


RAVITY FEED 
means the pressman 
must load down the fountain 
even though the job requires only 
this small amount of ink. 


The advantages of force-feeding in ink- is operated by a motor drive independent 
ing systems have long been realized by of the press drive. Once the pressman puts 
most operators of large printing presses. the necessary amount of ink in the foun- 
The same advantages —less ink required tain and turns this motor on, he can pro- 
for the job, prevention of “skinning,” bet- ceed with the other adjustments on the 
ter control of color tones,and faster make- press while the agitator mixes and dis- 
ready — apply to smaller presses, as well. tributes the ink evenly across the foun- 
Normal procedure on any press which tain. With this separate drive, the ink is 
relies on gravity feed to the ink fountain continually mixed and distributed even 
roller is to load the fountain—often with when the press is temporarily shut down 
more ink than is necessary for the run. As for other adjustments. Chances for vari- 
is shown in diagram A, much of the ink ations in quality from one sheet to 
put in the fountain is used primarily for another are minimized. The ink will not 
“pushing” the ink to be used down to the “skin” in the fountain. 
fountain roller. As the ink is used up, the Because the pressman does not have to 
flow around the fountain roller becomes put excess ink in the fountain, and be- 
erratic. The roller may become “starved” cause the agitator cone is very easily re- 
at points, and the color weakens. The only moved and cleaned, the task of wash-up 
solution is for the pressman to add more for color changes is much simpler than it 
ink to provide the weight needed to main- is with a strictly zravity-feed system. This 
tain an even flow. feature is important particularly on short 
The principle of force-feeding, as used runs, or on jobs where several color 
in Baldwin Ink Fountain Agitators, elim- changes are necessary. 
inates the need for excess ink. The con- Users of Baldwin Ink Fountain Agita- 
stantly turning cone of the agitator tors report many advantages for them, on 
(which travels back and forth across the both letterpress and offset equipment — 
fountain) forces the ink from the large large and small. One large printer says 
end, where the surface speed is the great- “We have two big reasons for liking this 
est, toward the small end—right up to the Baldwin equipment: First, it helps us 
fountain roller. It keeps feed, color and turn out work that meets our tough stand- 
quality uniform, even when ink level in ards for quality. And it saves time in non- 
fountain is low. (See diagram B) productive work—releases men for work 
Every Baldwin Ink Fountain Agitator that brings in profits instead of running 


Louis A. Croplis, ATF New York Branch Manager (right) and Harold Gegenheimer, William 
Gegenheimer Co., Inc., manufacturers of Baldwin press accessories, discuss features of Baldwin 
Ink Agitator on an ATF Super Chief. Interest seems to center on the separate motor drive that 
keeps ink mixed even during press shutdowns. 
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up costs.” Another reports, “they help us 
control tone variations on all color work.” 
Still another says, “The big thing is the 
improvement of quality on all our press 
work through use of the agitator.” 

Your ATF Representative has full in- 
formation on Baldwin Ink Fountain Agi- 
tators—as well as Baldwin Press Washers, 
Water Stops and Water Fountain Levels 
(accessories engineered to help you pro- 
duce better quality printing at lower oper- 
ating costs); or, if you prefer, write for 
information to ATF News, 200 Elmora 
Avenue, Elizabeth, N. J. 


J. R. Greig 
J. Roderick Greig 
joined American Type 
Founders in 1955 as 
an Assistant Advertis- 
ing Manager, and was 
appointed Advertising 
Manager in 1956. 
Much of his working 
life has been spent in 
printing, as an employee, manager and 
proprietor of a commercial job shop 
founded by his father. He has also been 
an advertising agency production man, 
copywriter and account executive; and 
advertising manager and regional sales 
manager of a marine supply firm. 


Shop Hints Exchange 
Feeding Pressure Sensitive Label. A 
shallow box lid and some talcum powder 
can be the difference between profit and 
loss when running pressure sensitive 
label. Jog the cut ends of the stock into a 
small amount of powder in the lid. Place 
the “powdered” stock in the feeder and 
let it run as you continue to “powder” 
additional stock. Excess powder will be 
blown from the stock by air from the 
press; what remains will help prevent 
sticking when the job is wrapped. Prac- 
tice will tell you how much powder is 
necessary. (Ed. note: ATF suggests using 
Flo-Mix Powder—it is non-toxic, non- 
abrasive, and compatible with any ink.) 


—Submitted by Mary E. Merrill, 
Acme Printing & Stationery Company, 
Sedalia, Mo. 


Cleaning Tympan Sheets. Instead of 
using a rag to clean the impression off the 
tympan, keep a box of cleansing tissues 
near the press. Use one tissue, moistened 
with gasoline, for each cleaning. Does a 
better, cleaner job than using a rag over 
and over. (Ed. note: We also suggest ATF 
Lithopads for this—they are easier to han- 
dle, hold gasoline better, can be used at 


least two or three times. ) 


—Submitted by Leon Lester, 
The Lester Press, 
Pleasanton, Calif. 


(cont. on next page) 
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Shop Hints—cont.) 


Conditioning Rollers. During cold 
weather, composition rollers sometimes 
do not accept ink readily. Soak a clean 
sponge or rag in warm water, squeeze 
until just damp, and wipe the rollers with 
it. You'll find it will help. 

—Submitted by L. L. Haynes, 

Foreman, Printing Dept., 


Reed & Barton Silversmiths, 
Taunton, Mass. 


Non-printing Dashes. Changing over to 
a column rule and jim dash free news- 
paper format meant easier reading, but 
posed a problem for the operator and 
make-up man when there was no long 
dash at the end of each story. We solved 
it by trimming the bottom of our dash 
slugs so the dash was less than type high. 
Operators use the slug to indicate end of 
story to the make-up man, but no dash 
is visible on the printed page. 

—Submitted by William A. Muir, 


Editor and Publisher, 
Candor Courier, Candor, N. Y 


Type Distribution in a School Shop. To 
prevent distribution of type into the 
wrong cases in our shop, which trains 
some 200 pupils per semester, we have 
affixed gummed labels printed in red ink 
to each case. They read: “Compare: Body, 
Face, Nicks and Shoulder!” It works! 
—Submitted by S. C. Seegay, 
Graphic Arts Instructor, 


Simon Baruch Junior High School, 
New York, N. Y. 


Storing or Shipping Gummed Labels. 
When storing or shipping gummed labels, 
wrap them first in Saran Wrap, then in 
paper for identification. They will not 
stick together if carefully wrapped. 


—Submirtted by Harvey Last 
Zeeland, Michigan 


Booklets and folders 
on ATF products... 
yours for the asking 
We'll be happy to send you, without obli- 
gation, any of the booklets or folders de- 
scribed here. Address: ATF News, 200 
Elmora Avenue, Elizabeth, New Jersey. 
ATF-Mann Offset Perfectors—This 


folder gives you the facts on these 41x54” 
and 38x53” presses which print both 


sides of the sheet at once at high speeds. 


ANE 


American 


Craw Modern Bold—ATF's newest type 
face, the bold companion to popular Craw 
Modern, is described and shown “in ac- 
tion” in this new 4-page folder designed 
by Freeman Craw, the Art Director who 
developed both faces. 





ATF Business Forms Presses—If you 
produce business forms in quantity, this 
6-page folder will show you why ATF- 
Webendorfer Business Forms Presses have 
been chosen by so many printers for prof- 
itable forms production. 

ATF Chief 126—This booklet shows you 
the many advantages of this new ATF 
20x26” offset press, with its speeds up to 
8500 IPH. Tells you why this size is ideal 
for most 84%2x11” and 9x12” work. 
How to Set Up for Offset—A folder de- 
scribing the equipment you need to get 
a start in offset. Accompanying worksheet 
provides approximate prices. A complete 
offset department, or any part you need, 
can be purchased with a low down pay- 
ment, and easy monthly payments. 

ATF Chief 15 —This 11x15” offset press 
has been chosen by over 1200 printers for 
its demonstrated ability to produce fine 
printing at a profit. A 16-page booklet 
tells you why. 

Hadego Photocompositor—The quality 
machine for “cold type” composition of 
display matter, borders, etc. Folder de- 
scribes its fast, economical operation. 
ATF Chief 20—The 8-page booklet de- 
scribing this 14x20” offset press was 
printed, in four colors, on the Chief 20. 
Thus it describes and demonstrates the 
advantages of this popular job press. 
ATF Little Giant 6—If your interest is 
in letterpress, this 12-page booklet ex- 
plains why this 12x18” cylinder job press 
produces most commercial work at the 
lowest cost per thousand. 





Why ATF Flo-Mix Powder 
Gives Best Non-Offset Control 


ATF FLO-MIX POWDERS are made 
from pure food starches which are subject 
to special processing imparting certain de- 
sirable properties not found in ordinary 
dry spray powders. 

Because of the reduction in adhesion 
between starch granules, regardless of 
climatic conditions, Flo-Mix Powder is 
always mobile and free-flowing. Less Flo- 
Mix Powder is required to prevent off- 
setting, as it lifts and disperses rapidly 
with lower air pressure. Flo-Mix Powder 
is not “bounced” off the printed sheet, 
which means a cleaner plant and equip- 
ment. With ordinary dry spray powders, 
higher air pressure is required to mobil- 
ize and disperse the granules, causing an 
excessive amount of air borne (offspray ) 
powder in the plant and requiring fre- 
quent cleaning of equipment. 

Flo-Mix Powder, since it is always free 
flowing, does not build up in tubes, inside 
or outside of nozzles, and no “gobs” of 
powder are blown onto the printed sheets. 

Because of special processing of Flo- 
Mix Powder, it is not necessary to blend 
talc, soapstone or chemicals with the 
starch; therefore, Flo-Mix Powder can be 
used on food containers — polyethylene 
meat stuffers, polyethylene bags, etc. 

ATF Flo-Mix Powder is: 
Non-Abrasive—Contains no abrasive 
materials to cause wear to moving parts. 
Non-Toxic — Classified by the Graphic 
Arts Spray Manufacturers Association as 
non-toxic, having no harmful effects. 
Compatible with all types of ink—Has 
an affinity for wet ink. This factor elim- 
inates “muddying” of inks and fill-up of 
plates—which are the major objections to 
ordinary dry spray powders. 
Electrostatic Charge — Contains a posi- 
tive electrostatic charge which causes 
starch granules to bond instantly to the 
sheet. This action helps reduce the nega- 
tive charge (static electricity) in paper, 
which frees sheets from sticking. 

Available from all ATF Branch and Sales 
Offices, and authorized ATF Type Dealers. 


Type Founders - 200 Elmora Avenue + Elizabeth, N. J. 











I~ Cbowwus ly 
(1; NESTON’S 








Akron 
The Milicraft Paper Company 


Albany 
W. H. Smith Paper Corporation 


Atlanta 
S. P. Richards Paper Company 
Vulcan Paper Corporation 


Austin 
Weiner Paper Company 


Baitimore 

The Paper Supply Company 
White-Rose Paper Co., Inc 
Bethlehem 
Wiicox-Walter-Furlong Paper Co 


Binghamton 
Binghamton Paper Company 


Birmingham 
Strickland Paper Co., Inc 


Bolse 
Blake, Moffitt & Towne 


Boston 
John Carter & Co., Inc 
Carter Rice Storrs & Bement, Inc. 


Bridgeport 
Lott-Merlin, Inc 


Brockton 
The J. C. Campbell Paper Company 


Brooklyn 
Greenwich Paper Corporation 


Buffalo 
The Bickford Paper Co., Inc 


Charleston, W. Va. 
Copco Papers, Inc 


Charlotte 
Caskie Paper Co., Inc 


Chattanooga 
Southern Paper Co., Inc. 


Chicago 
J. W. Butler Paper Company 
Dwight Brothers Paper Company 





YES... 


fluorescent white, in opaque bond and in litho finish... 


Cbviusty NESTON’S 


QUALITY and BRIGHTNESS that can’t be overlooked. 
WESTON ec 


BER CONTENT 


BON D 


In WESTON BOND, attention-commanding brilliance and cotton 
fiber quality are combined with an easy-to-print cockle finish that 


makes outstanding letterheads easy and profitable to produce! 
Order a supply from your nearby Weston merchant. 


WESTON BOND is available in traditional white and five colors, in 


in standard 


mill packages, in rolls for web feed and in typewriter cut sizes in 


junior cartons. 


Printed Offset on WESTON BOND, Fluorescent White, Substance 20 


Cincinnati 
The Johnston Paper Company 


Cleveland 

The Millcraft Paper Company 
Columbus 

Diem & Wing Paper Company 
The Scioto Paper Company 
Concord, N. H. 

John Carter & Co., Inc 


Corpus Christi, Tex. 
Houston Paper Co 

Dallas 

Southwestern Paper Co. of Dallas 


Des Moines 
Bermingham & Prosser Company 


Detroit 

Butler Paper Company 

The Union Paper & Twine Company 
Fort Wayne 

Millcraft Paper Company 


Fresno 
Reliance Paper Company 


Grand Rapids 
Quimby-Walstrom Paper Co. 
Grand Rapids Paper Co 
Harrisburg 
Bock Paper Company 
Hartford 
John Carter & Co., Inc 
Carter Rice Storrs & Bement, Inc. 
Houston 
Houston Paper Company 

Fine Paper Division 
Huntington, W. Va. 
The Cincinnati Cordage & Paper Co. 


Indianapolis 
Crescent Paper Company 


Jacksonville 

Graham-Jones Paper Company 
Jamestown 

The Millcraft Paper Company 
Kalamazoo 

Bermingham & Prosser Company 
Knoxville 

Southern Paper Company 


JON Pa 


BYRON WESTON COMPANY 
\3 )z) Makers of Papers for Business Records Since 1863 


Los Angetes 
Butler Paper Company 


Louisville 
The Rowland Paper Co., Inc 


Lynchburg 
Caskie Paper Company 


Manchester, N. H. 
The J. C. Campbell Paper Company 


Miami 
Southern Paper Company 


Milwaukee 
Dwight Brothers Paper Company 


Minneapolis 
Wilcox-Mosher-Leffholm Co 


Montgomery 
Weaver Paper Company 


Nashville 
Athens Paper Company 
Bond Sanders Paper Company 


Newark 
Bulkley, Dunton & Co., Div.C.R.S. & B 
National Paper Company of New Jersey 


New Haven 

John Carter & Co., Inc. 

Carter Rice Storrs & Bement, Inc. 
Whitney Anderson Paper Company 


New York City 

F. W. Anderson & Company, Inc. 
Beekman Paper Company, Inc. 
Bishop Paper Company, Inc. 

Bulkley, Dunton & Co., Div. C.R.S.&B 
James J. Lee Paper Company 

John F. Sarle Company, Inc. 

Union Card & Paper Company, Inc. 


Norfolk 
Old Dominion Paper Company 


Oklahoma City 
Oklahoma Paper Company 


Paterson 
Paterson Card & Paper Company 


Philadelphia 
D. L. Ward Company 


Wilcox-Walter-Furlong Paper Company 


Phoenix 
Blake, Moffitt & Towne 


Pittsburgh 
Darragh Paper Company 


Pocatello 
Consumers Paper Corporation 


Portland, Maine 
C. H. Robinson Company 


Portiand, Oregon 
Blake, Moffitt & Towne 


Providence 

John Carter & Company, Inc. 

The J. C. Campbell Paper Company 
Carter Rice Storrs & Bement, Inc. 


St. Louis 
Acme Paper Company 
Bermingham & Prosser Company 


Salt Lake City 
Western Newspaper Union 


San Antonio 
A. C. Ross & Son 


San Diego 
Butler Paper Company 


San Francisco 
Bonestell & Company 
Wilson-Rich Paper Company 


Scranton 
Elm Paper Company 


Seattle 
Soames Paper Company 


Spokane 
Blake, Moffitt & Towne 


Springfield, Mass. 
Carter Rice Storrs & Bement, Inc. 
Mill Brand Papers, Inc. 
Whitney Anderson Paper Company 


Stockton 
Blake, Moffitt & Towne 


DALTON, MASSACHUSETTS 


BETTER PAPERS 
ARE MADE WITH 
COTTON FIBER 





WESTON BOND is available through the following paper merchants 


Syracuse 
J. & F. B. Garrett Company 


Tampa 
E. C. Palmer & Co., Ltd. 


Toledo 
The Millcraft Paper Company 


Tucson 
Blake, Moffitt & Towne 


Washington, D. C. 
Frank Parsons Paper Company 


Waterloo 
lowa Paper Company 
Waterloo Paper Company 


Worcester 
The J. C. Campbell Paper Company 
Carter Rice Storrs & Bement, Inc. 


Hilo, Hawali 
Theo. H. Davies & Co., Ltd. 


Honolulu 
Theo. H. Davies & Co., Ltd. 


CANADA 


Calgary 
Barber-Ellis of Alberta, Ltd. 


Edmonton 
Barber-Ellis of Alberta, Ltd. 


Halifax 
Barber-Ellis Maritime, Ltd. 


Hamilton 
Barber-Ellis of Canada, Ltd. 


Montreal 
Barber-Ellis of Montreal, Ltd. 


Regina 
Garber-Ellis of Regina, Ltd. 


Toronto 
Barber-Ellis of Canada, Ltd. 


Vancouver 
Barber-Ellis of Vancouver, Ltd. 


Winnipeg 
Barber-Ellis of Winnipeg, Ltd. 
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Sell the Big 1960 Election Year Market 
with Fasson Self-Adhesive Materials 


Right now is the time to begin cultivating the Election Year 
Market—it’s big—it’s in every community—it’s in your market! 


Contact political and civic groups in your area—get samples 
in the hands of candidates, campaign managers and publicity 
agents. They’re getting ready now for spring and summer Primary 
Elections ... looking for good ideas and good promotional items. 


Show the complete line of FASSON Self-Adhesive Materials 
‘suitable for effective campaign use. Check the many places 
where versatile FASSON Materials can be attractively and flexibly 
used—and make suggestions to your prospects. 





PROMOTERS LOOK FOR 
ITEMS LIKE THESE... 


Bumper Strips 
Windshield Stickers 

Car Body Stickers 

Tire Cover Stickers 
Door & Window Stickers 


Banner, Pennant & Ribbon 
Type Stickers 


Signs & Poster Stickers 
Wall Stickers 

Mirror Stickers 

Beer Mug Stickers 
Hatband & Lapel Stickers 
Literature Labels 

Bill Poster Overlays 


For Samples, Descriptive Information and Prices, Write to Dept. R-3. 


iia Fasson Products. 





MAKERS OF SELF-ADHESIVE PAPERS e FOILS 


A Division of Avery Adhesive Products, Inc 


250 Chester Street © Elmwood 2-4444 ¢ Painesville, Ohio 


FOR CONVERTERS 
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Stock earner No. 4! 
Pre-registering with clear plastic — In two- or three-color 


work, after the basic color is locked up, positioned and ready to print, 
an impression is made on clear plastic. After the first color is run off, 
this clear sheet is laid in exact position on the form and fastened to 
the chase with tape. The next color can then be registered by laying 
the clear plastic oh the form. 


Peter Bawol, Shaw & Slavsky, Inc. 
Detroit, Michigan 
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Stock earner No. 5! 
Tip for the top of an ink can—After the oiled 


sheet from the top of a new can of ink has been broken, 
the ink can be kept fresh with a piece of discarded plas- 
tic wrapping. Cut a circular piece of this plastic slightly 
larger than the circumference of the can and smooth it 
down on the surface of the ink. This will keep the ink 
from hardening and prevent a skin from forming on the 
surface. 

G. J. Mayfield, M and M Press 

Irvington, N. J. 


Stock earner No. 6! 
Small job cost-Saver—When running relatively 


short runs of stationery. letterheads on 
. ] small offset presses, the cost of a plate may 
| LETTERHEAD ONE | : a y 
; ‘| be saved by burning two different letter- 
1| heads on the same plate, as shown in the 
! | diagram. 
1 
1'| A, O. Vogel, teacher of Industrial Education, 
San Ramon Valley High School, 
San Ramon, California 














Send us your ideaS—yYou may earn a share of 
stock. Just write them out clearly and simply and send 
to Kimberly-Clark. Pictures or drawings that help ex- 
plain the idea are welcome. All items become the prop- 
erty of Kimberly-Clark. For each idea chosen to appear 
in subsequent national magazine ads, a share of 
Kimberly-Clark stock will be awarded to the sender. In 
case of similar contributions, only the first received will 
be eligible for the stock. Decisions of the judges are 
final. A total of eighteen shares will be awarded. 


Don't delay ...send yours, today! 


Address: Idea Exchange Panel 
Dept. No. IA-30 
Kimberly-Clark Corp. 
Neenah, Wisconsin 





from Kimberly-Clark 
16-page booklet by famous typographer 
and calligrapher, R. Hunter Middleton 
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Facts about FONTANA by Kimberly-Clark 
to help printers save time and money! 


Quality — Fontana dull coated offset combines the long- 
run, uniform press performance of “regular offset’? with 
the vivid reproduction and superior ink coverage of a 
coated stock. 
Economy—T’ontana provides the same opacity in a 
60# weight that an uncoated offset has in a 704 weight 
—giving you a cost advantage in competitive bidding. 
Speed— Fontana is designed for long runs, maximum 
uniformity and ease of drying. Its double-coated sur- 
face increases ink mileage, assists drying to reduce press 
time. Speeds folding operations. 

Kimberly-Clark’s complete line of printing papers 
includes: 


For letterpress: 
Hifect enamel 
Trufect enamel 
Multifect coated book 
Energy coated book 
For web offset: 
Lithoweb coated offset 


For offset: 
Prentice offset enamel 
Prentice velvet coated offset 
Prentice coated cover 
Lithofect offset enamel 
Shorewood coated offset 
Fontana dull coated offset 
Kimberly Opaque 


SWAP IDEAS WITH YOUR KIMBERLY-CLARK MERCHANT! 
Tell him your requirements and he will help you choose 
the right paper for the job. 


Kimberly Clark 
PRINTING PAPERS a" 


KIMBERLY-CLARK CORPORATION, DEPT. 14-30, NEENAH, WISCONSIN 
Please send me my free copy of 
“Type and Its Relation to Paper.” 








NAME 
POSITION. 
FIRM NAME 
ADDRESS. 

city ZONE STATE 
MY PAPER DISTRIBUTOR IS. 












































NEW DC-7 


CARGOLINERS 


GIVE 


UNITED AIR FREIGHT 








United Air Lines is rapidly adding big, fast (865 mph) 
DC-7 Cargoliners to its all-freight fleet, to help you 
speed deliveries . . . serve customers more efficiently 

. reduce distribution costs. And Reserved Air 
Freight (RAF) is available on every flight to give 
you added assurance of on-time delivery. For the 
ultimate in shipping speed, you can choose reliable 


MORE SPEED, 
MORE CAPACITY 


RAF/Jet Freight on United’s DC-8 Jets. And, of 
course, every shipment via United Air Freight 
receives extra care in handling and expediting. So 
wherever, whenever, whatever you ship . . . ship 
best way— United Air Freight. Call any United Sales 
Office or write to United Air Lines, Cargo Sales 
Division, 36 S. Wabash Avenue, Chicago 3, Illinois. 


Lae FLY UNITED AND SHIP UNITED 


UNITED — 





“ew FOR EXTRA CARE SERVICE 
® 
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CONFIDENCE 


-.-and you can have CONFIDENCE in 


~Curlpront” 


PERFECTION’S >. NEW...REVOLUTIONARY... 


GUNMMED LABEL PAPERS 


the All-New Process Gumming that 
REFUSES TO CURL! 


by the makers of 


PERFECTION .« 





Here is a gummed paper that prints and handles as 
easily as any other kind of paper and is MORE 
PROFITABLE than most! A completely new process of 
gumming that is not adversely affected by changes 
in temperature or humidity. It allows the paper to 
expand or contract without curling. No storage prob- 
lem on broken packages. 


@ Our Free Sample Book has all the information. | P APER MANUFACTURERS co. 


| Available from 100 Fine Paper Merchants. | PHILADELPHIA 15, PENNSYLVANIA 


Sales Representatives: ATLANTA * CHICAGO + CLEVELAND ~ DALLAS 


Complete list of distributors in Walden’s “Paper Catalog.’ (Ralls SI) Iso eased ciate 


A grade and finish 
for every need. Also 
lab-developed grades for 
specific requirements. 





GUMMED PAPERS 


187C 
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FROM DU PONT 


t 


CRONAR ORTHO A is on Du Pont’s tried and proven 


whtd 


polyester film base. It’s available in either .004” or .007 
thickness. Use it when you need a film with wide exposure 
and processing latitude. hard halftone dots and a tough, 
rugged support with exceptional dimensional stability. Im- 
portant note: Many shops report that this is the only film 
...the only emulsion... that can be used successfully in 


the increasingly popular “bump exposure” technique. 


ACETATE ORTHO LITHO FILM on .0055” acetate base 


has the same superior high-contrast emulsion as CRONAR 


Ortuo A coupled with special surfaces which minimize 
Newton’s Rings and trapped air in plate-making. Use it 
for those jobs which require scoring, cracking, extensive 
scribing or knife etching. 


Standardize your litho film requirements with these two 
films. Both are exposed and processed alike. Your Du Pont 
Technical Representative will be pleased to demonstrate 
their advantages right in your own shop. E. I. du Pont de 
Nemours & Co. (Inc.), Photo Products Department, 
Nemours 2430-A, Wilmington 98. Delaware. In Canada: 
Du Pont of Canada Limited, Toronto. 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 


REG. u 5. pat, OFF 
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> SYMBOL and CRONAR are Du Pont trademarks for polyester graphic arts films. 
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Quality cor 


You'll find no fancy price tags when your Sabin Robbins Paper Specialist comes calling. He offers the 
most complete stocks of quality paper you’ll find anywhere...from the finest mills everywhere. And 
he brings big paper savings with him—savings up to 40%, made possible by Sabin Robbins’ quantity 
purchases of job-lot papers. 2 


Call the Paper Specialist at ~~ IAB 
RCBBII 


Beaty 


The Sabin Robbins Paper Company, home office: Cincinnati 


Albany / Atlanta / Baltimore / Buffalo / Chicago 
Cincinnati / Cleveland / Columbus-Dayton / Dallas 
._  Detroit/Houston/Indianapolis/Kansas City/Los Angeles 

- Louisville / Milwaukee / Minneapolis-St. Paul 
e Newark, N.J. / New Haven / NewYork / Peoria 
# Philadelphia / Pittsburgh / San Francisco / St. Louis 



























Original 
Heidelberg 13” x 18” 
Platen Cutter and Creaser 


“Here’s 
the 
key to 
profitable cutting and creasing... 


...This toggle drive on the Original Heidelberg Platen Cutter and Creaser 
delivers up to 60 ton impression at any speed up to 4000 iph!” 





a 


This is just one significant advantage over 
side arm presses. In addition, the amount 
of pressure delivered never varies despite 
changes in running speed. And the Heidel- 
berg has up to 4 to 6 times longer dwell on 
impression. Advantages like these result in 
cleaner and sharper cutting and creasing, 
even on heavier board. And dies stay 
sharper longer. 


Other special design features make it pos- 
sible to set up the press quickly and ac- 
curately. Automatic and positive sheet 
control from feed to delivery... hairline 











ORIGINAL HEIDELBERG 





® 








registration . .. and the ease of positioning 
makeready behind the form — advantages 
like these simply mean you can get your 
work on press faster. Once on, you'll run 
off higher quality work at higher speeds. 
And the shear pin safety factor prevents 
any damage through overload. 


For long or short run work — on die cut- 
ting, embossing, cutting, creasing, scoring, 
or perforating — you'll find an ORIGINAL 
HEIDELBERG as profitable as it is depend- 
able. Your local Heidelberg representative 
will be glad to give you all the facts, 


“Jobs get on and off faster far more profitably 
with Heidelberg Cutters and Creasers” 


HEIDELBERG SALES AND SERVICE NATIONWIDE 


Glendale, L. 1.,N. Y. * Los Angeles, Calif. * Houston, Texas * Chicago * Cleveland * San Francisco * Portland * Seattle 
* Denver * Salt Lake City * Albuquerque * Phoenix * El Paso * Kansas City * Atlanta * Minneapolis * Washington * Richmond 


New York City Display Room — 180 Varick Street 
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when job 
perfection 
hangs in 
the balance... 
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AND COMPANY. INC., GLENS FALLS. N.Y 


FINCH OFFSET 


combines qualities 
of satiny coat, 
flawless formation, 
superior 

press performance 
and 

brilliant 
reproduction, with 
unexpected 
economy, 

to give your 
printing 

}y | \ dramatic impact 


| / | \ and 
! / \ : 
/ \ realism. 

























































































Reproduced on 70 ib. FINCH OFFSET 
































J Aifficult 
reproductions 


... like this vari-textured photograph, 
sparkle clean and bright on Fincu OFrset. 
Solids are rich and mellow. 

Type and color impressions are sharp, 


and press performance dependably faster. 








REWARDS 


.. of superior performance, at surprisingly sensible 
cost, with Fincw OrFset. Quality is never “in the 


balance” when you insist on Fincu OFFsET. 
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==, FINCH OFFSET 


... scaled to superior requirements 


FINCH OFFSET is available now 
in weights from 50 to 70 lbs. 
Get in touch with your Finch, 
Pruyn paper merchant and 
learn how FincH OFFSET can 
best fit into your printing needs. 

















AND COMPANY. INC., GLENS FALLS. N.Y. 


THESE FINE PAPER MERCHANTS DISTRIBUTE FINCH OFFSET 


ALABAMA 


Sloan Paper Company 


Birmingham 


Partin Paper Company Mobile 
ARKANSAS 

Roach Paper Company Little Rock 
CALIFORNIA 

Kelly Paper Company Los Angeles 
CONNECTICUT 


Carter Rice Storrs & Bement 
John Carter & Co., Inc. 
Carter Rice Storrs & Bement 
John Carter & Co., Inc. 


DISTRICT OF COLUMBIA 
Stanford Paper Co., Inc. 
The Whitaker Paper Co. 


FLORIDA 
Jacksonville Paper Company 
Everglade Paper Company 


GEORGIA 


ILLINOIS 


INDIANA 


1OWA 


KENTUCKY 


East Hartford 
East Hartford 


John Carter & Co., Inc. 

The J. C. Campbell Paper Co. 
Judd Paper Company 

Carter Rice Storrs & Bement 
John Carter & Co., Inc. 
Carter Rice Storrs & Bement 


The J. C. Campbell Paper Co. 


MICHIGAN 


Chope-Stevens Paper Company 


Service Paper Co. 


Central Michigan Paper Co..... 


Boston 
Brockton 
Holyoke 
Springfield 
Springfield 
Worcester 
Worcester 


Detroit 
....Detroit 
Grand Rapids 


New Haven Ml : 

New Haven The Weissinger Paper Company Lansing 
MINNESOTA 

Washington Minnesota Paper & Cordage Co....Minneapolis 

Washington Inter-City Paper Company Paul 


Jacksonville 


“ tami 
Central Paper Company Orlando 
Capital Paper Company Tallahassee 
Tampa Paper Company... ...Tampa 
Sloan Paper Company......... Atlanta 
Atlantic Paper Company....... .... savannah 
Berkshire Papers, Inc. ..Chicago 
Bradner Smith & Company. Chicago 
Carpenter Paper Company .... Chicago 
Empire Paper Company... ...Chicago 
The Millcraft Paper Company Fort Wayne 
Central Ohio Paper Company.......lndianapolis 
MacCollum Paper Company, Indianapolis 
Western Newspaper Union Des Moines 

Lovisville 


Rowland Paper Company, Inc. 


LOUISIANA - 
A to Z Paper Company 
MAINE 


Carter Rice Storrs & Bement... 


C, M. Rice Paper Company... 


MARYLAND 
Mudge Paper Company 


The Whitaker Paper Company. 


MASSACHUSETTS 
Carter Rice Storrs & Bement 


New Orleans 


Augusta 
Portland 


Baltimore 
...Baltimore 


....Boston 


MISSOURI 

Carpenter Paper Company 
Tobey Fine Papers, Inc. 
Tobey Fine Papers, Inc. 
NEBRASKA 


Carpenter Paper Company......... 


Western Paper Company...... 


....Kansas City 
...Kansas City 
...St. Lovis 





NEW HAMPSHIRE 


John Carter & Co., Vc... .nncnsccesceeeee 


C. M. Rice Paper Company....... 


The J. C, Campbell Paper Co 
NEW JERSEY 


Central Paper Company............. 





sdicidicae eee Newark 


Central Paper Compony..................- 


NEW YORK 


W. H. Smith Paper Corp........... 


Binghamton Paper Co., Inc.. 





The Alling & Cory Company... 


Union Paper & Twine Co., Inc. 
The Millcraft Paper C 





The Alling & Cory Company ee 
H. P. Andrews Paper Company... 
Baldwin Paper Company, Inc... 
Beekman Paper Co., Inc............ 


Bulkley Dunton & Co., Inc. 


The Canfield Paper Company i 


Reinhold-Gould, Inc......... 
Ris Paper Company, Inc... 


Schlosser Paper Corporation. e : sl 
The Whitaker Paper Company... 


The Alling & Cory Company... 

Fine Papers, Inc......... 

he Alling é Cory Company 
& F..B. Garrett Company... 

The Alling & Cory Company..... 


....New York City 


.New York City 
.New York City 
New York City 


....New York City 
...New York City 
....New York City 
...New York City 


New York City 
New York City 
snanel Rochester 
--.see Rochester 
.... Syracuse 





NORTH CAROLINA 


Caskie Paper Co., Inc. Charlotte 
Epes-Fitzgerald Paper Company --.-.- Raleigh 
OHIO 

The Milicraft Paper Company... Akron 
The Chatfield Paper Corp... Cincinnati 
The Whitaker Paper Company... Cincinnati 
The Millcraft Paper Company... Cleveland 


Union Paper & Twine Co., Inc. 


Cleveland 
Central Ohio Paper Comp Columb 





Central Ohio Paper Company , ....Dayton 
The Whitaker Paper Company........ ....Dayto 

The Millcraft Paper nanan seer FOledo 
Paper Merchants, Inc... ease Ol@dO 
PENNSYLVANIA 

Wilcox-Walter-Furlong Paper Co... Bethlehem 
The Whitaker Paper Company... Erie 
The Alling & Cory Company... Harrisburg 


Garrett-Buchanan Company... Philadelphia 
D. L. Ward Company... Philadelphia 
Wilcox-Walter-Furiong Paper Co. oie 
The Whitaker Paper Company... Pittsburgh 
Megargee Brothers, Inc. Scranton 
Wilcox-Walter-Furlong Paper Co........... Scranton 
RHODE ISLAND 

The J. C, Campbell Paper Co... Pawtucket 
Carter Rice Storrs & Bement... ..Pawtucket 
John Carter & Co., Ine... Providence 


SOUTH CAROLINA 





















Epes-Fitzgerald Paper Company......... Columbia 
TENNESSEE 

Sloan Paper Company... Chattanooga 
Southland Paper Co... cosseessvsssnereneeeee Memphis 
Clements Paper Company. Nashville 
TEXAS 

Cl itt Paper Comp Bes Dallas 
Clampitt Paper Company... ...Fort Worth 
Clampitt Paper Company....................... Houston 
Shiner-Sien Paper Company... San Antonio 
VIRGINIA 

Caskie Paper Co., Inc... ... Lyachbur 





Epes-Fitzgerald Paper Company. 
Epes-Fitzgerald Paper Company... Richmond 


WASHINGTON 





Kaplan Paper Company... rs Seattle 
WEST VIRGINIA 
Cope Capen, ne Charleston 


WISCONSIN 


The Bover Paper Company... Milwaukee 
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web offset 




















This insert was printed for us by Eastern Colortype, of Clifton, 
New Jersey, on their new Harris-Cottrell 2234” x 38” five-unit 
web offset press, shown above. An old-line, high-quality offset 
house, Eastern’s all-Harris pressroom has 10 presses, ranging 
in size from a single-color 43” x 59” to a five-color 52” x 77”. 
When Eastern decided to add web offset, their aim was to 
buy a press that would match the quality of their sheet-fed 
work. Their choice was a Harris-Cottrell. 


Perhaps a Harris-Cottrell web offset press can open a whole 


new field of business for you. Write or phone The Cottrell 








Company, Westerly, Rhode Island. 


HARRIS 


THE COTTRELL COMPANY INTERTYPE A subsidiary of 


Westerly, Rhode Island Harris-Intertype Corporation 
rte -t-Tel-F-balel.| 
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beaver 
service! 








Big news for printed matter shippers and consignees 





When you ship printed matter via Railway Express, you—or your customer—can 
now get the benefit of new low rates on a shipment or shipments with total weight 
of 1000 lbs. or more on any one pickup. You can ship to as many destinations—as 
many ‘different consignees—as you wish. 


For example, under old rates, shipping 10 packages with a combined weight 
amounting to 1235 pounds from Philadelphia to 10 destinations throughout 
the country would have cost $180.94. Under new rates—only $132.73! Saving: 
$48.21 or 26.6%. Greater savings will result on shipment aggregations of 
2500 Ibs. and over. And you can ship charges prepaid or collect. 


We're busy as beavers putting into effect new incentive rates to solve your “‘small 
shipment problems.” Next time you order or ship, specify Railway Express. 











SS eee 


RAIL > AIR + SEA 
HIGHWAY 
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BUD WILLATS, PRESI.- 
DENT of Willats Printing. 


increased our forms volume 38%... 


one of our best sales producers.” —witats Printing Co., san Francisco, Cali 


“We were one of the first users of NCR 
Paper and our customers were among the 
first to benefit from this modern improve- 
ment in multiple-copy forms. 

“We have found many ways to sug- 
gest NCR Paper to forms users interested 
in cutting costs on paper work procedures. 
The flexibility of our operation plus the 
versatility of NCR Paper permits us to 
adapt NCR Paper for many new special 
forms for our customers. 

“Customer interest continues to grow 
as the many advantages of NCR Paper be- 
come common knowledge. As a result, we 


have had a profitable increase in our total 
sales volume. 

“In 1959, NCR Paper sales increased 
our forms volume 38%. Moreover, we ex- 
pect to double our sales of NCR Paper 
this year. It is one of the best sales pro- 
ducers we've ever had.” 


ee eae 


President 


LY? a tht 


Willats Printing Company 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 


38 


NCR Paper’s market for business forms 
is tremendous! Investigate today. NCR 
Paper is available in sheet stock at 
local paper suppliers in bond, ledger 
and tag grades. For roll stock, write 
to: The National Cash Register Com- 
pany, Dayton 9, Ohio. 
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Spacer Cutting Ups Output 25% to 65% Or More...That’s 


Why Most New Lawson Installations Are Spacer Cutters 


If you do multiple-up cutting...or a substantial 
amount of any kind of cutting and trimming... you 
can save a lot of time and money by switching to 
Lawson Pacemaker Electronic Spacer cutting. 

For example, recently we stop-watched a routine 
job...21 flyers out of a 35 x 45” sheet. Manual oper- 
ation was 35% slower than Lawson Electronic Spacer 
cutting. And on label or other fussy jobs that call for 
extra care and precision, spacer cutting might even 
double or triple output! 

A Lawson Electronic Spacer actually sets the pace 
for the operator... lets you soar to new highs in eco- 


nomical cutting efficiency. You eliminate tiresome 
hand gauging and avoid costly errors. Lifts are quickly 
and automatically positioned with .002” accuracy. 

Thousands of progressive shops are already building 
bigger profits the spacer cutter way. Are you? 

There’s a full range of Lawson Pacemaker Elec- 
tronic Spacer Cutters to choose from—40", 46”, 52”, 
55”, 60”, 66”, 69”. 


THE LAWSON COMPANY (mic 


Division of Miehlie-Goss-Dexter, Inc. ae, 
Chicago 8, lilinois | 2] 











Which Kenro VERTICAL Camera 






is best for your work? 


“Vertical 18" 
Model V184 


THE “‘VERTICAL 18" is extremely versatile. It makes 
line and halftone negatives up to 14” x 18” in size, 
can be equipped with stayflat or vacuum back. In- 
terchangeable heads also available for making 
Ektalith, Gevacopy or xerographic exposures. When 
equipped with Prismatic head you can use your 
Kenro camera for making right-reading film nega- 
tives or direct photocopies of reproduction quality 
in one step, without an intermediate negative. 


Regardless of your press size, if copy calls for shoot- 
ing 81%” x 11” pages two-up or 11” x 17” bleed, 
then the Kenro “Vertical 18” is the camera for you. 


BASIC KENRO ADVANTAGES 


¢ Precision construction— ball bearing 
copy and lensboard slides, alignment 
checked by collimators. 

¢ Superior lenses—standard equip- 
ment includes special color-corrected 
Goerz Dagor lenses, the finest, most 
linear optics available. 

¢ Micro indicator size and focus system 
—permits accurate sizing and resetting 
to .002” and ready lens interchange- 
ability. 

¢ Spring-loaded compensating copy- 
board — with cover glass hold-up. 

e Adjustable angle, stationary lighting 
—gives even illumination, permits ex- 
posures at optimum lens settings, 
whether shooting same size, enlarging 






“Vertical 24" 
Model V240 


THE “VERTICAL 24” brings you the advantage of big 
camera Capacity in an economical, compact, space 


or reducing. 

e Push-button exposure — with relay 
equipped automatic reset timer. 

e Modern design, advanced engineer- 
ing—from the largest and most experi- 
enced manufacturer of vertical process 
cameras. 
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Ask your dealer to demonstrate ... 
or write for information and prices. 


and step saving unit. It makes line and halftone neg- 
atives and other types of exposures up to 18” x 24”. 
Shoots 8%” x 11” copy four-up, covers a full size 
newspaper page. Is equipped with vacuum back, 
and can also be equipped with adapters for making 
Ektalith, Gevacopy or xerographic exposures. 


Prismatic head allows you to make one-shot proofs 
of paste-ups, enlargements or reductions of type 
matter or illustrations quickly and economically. If 
you run a newspaper, need big negatives or have a 
high volume of work, install a Kenro “Vertical 24”. 


KENRO GRAPHICS, INC. Dept. C, Cedar Knolls, New Jersey 
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Plan Now For Growth! 


Miehle Unit Construction 


Protects Your Investment As Your Business Expands 


You expect your business to grow, so why not anti- 
cipate future expansion requirements as early as pos- 
sible. Plan now for future needs. 

For example, why dispose of a two-color press to 
buy a five color, when you can save money by simply 
adding three modern printing units to your present 
press. Here’s where Miehle’s true Add-A-Unit Con- 
struction really pays off in growth flexibility and long 
term operating economy. 

Or suppose you install a four-color Miehle 54/77 
Offset now, but the nature of your work later changes 
to call for two two-color presses. You’ll be able to 
remove two units from the four, add a new feeder and 


delivery, and you’ll have your two two-colors. 

New Miehle models are engineered to provide for 
your growth. The new 54/77 and 43/60 units can be 
added to the hundreds of Miehle 76’s and 61’s now in 
the field. The story’s the same for both offset and 
letterpress...and you can even combine both proc- 
esses in one press! 

Others claim this flexibility... but Miehle Unit Con- 
struction has been proved in plant after plant. 


THE MIEHLE COMPANY (mic 
Division of Miehle-Goss-Dexter, Inc. A®» 
Chicago 8, Illinois a 








YOURS on request: 

For a copy of the outstanding 
Letterhead Design Manual created 
by Lester Beall on Parsons 
Papers, write on your business 
letterhead for Portfolio No. 862 
Parsons Paper Division, National - 
Vulcanized Fibre Company, 
Holyoke, Massachusetts. 
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a =) 


a} 
( ‘ For better business any time, there is no substitute 


for selling quality .. . top quality. Why not do 
justice to your own craftsmanship? Build strong 
customers by suggesting top quality letterhead papers. 


PARSONS KING COTTON SINCE 1853 


Satisfy both of them . . . ano insure repeat ORDERS 
..- with PARSONS kiné corron Bonpbs 


The man who buys — and his secretary — are 













interested in business profits just like you are. 
Profits mean many things including look, feel and 
performance of their letterhead and other 

stationery. When you suggest a Parsons Bond to 
your customer, you help build profits for him and 
yourself. For your next letterhead job, stock and 
suggest one of these famous King Cotton Bonds: 


OLD HAMPDEN 100% EXTRA No. 1 
PARSONS 100% 

LACONIA 75% 

EDGEMONT 50% 

HERITAGE 25% 

L'ENVOI 100% (Superfine) 
DIPLOMA PARCHMENT 100% 


Parsons King Cotton Bonds mean 
repeat orders. They perform well on 
press ... have attractive, uniform 
surface and texture . . . are available 
in a wide range of sizes, weights 

and colors. Try a Parsons Bond now. 


PARSONS PAPER pws 


HOLYOKE, MASSACHUSETTS 


NWATIONAL VULCANIZED FIBRE CO. 
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Cut Or Trim The Best Way! Flat Cutting...Trimming 
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Lifts...In-Line Trimming...MGD Has The Right Machine 


Only MGD offers all four types of cutting and trim- 
ming equipment...completely unbiased, with no “ax 
to grind.” 


LAWSON PACEMAKER CUTTERS—for flat cutting 
accuracy and speed...six models from 40” to 69”... 
easy operation, maximum safety and minimum main- 
tenance...optional Electronic Spacer and Flexible 
Contour Clamp. Low cost Regent Cutters, also. 


DEXTER BRACKETT TRIMMER—for cutting apart 
multiple-up labels, booklets, pads, post cards, etc.... 
work up to 25” wide moves straight through the ma- 
chine to a built-in conveyor for packing and shipping. 


McCAIN 3-KNIFE TRIMMER—couples to stitcher, 
automatically trims single books accurately on all three 


sides...speeds up to 9000 per hour on sizes to 12 x 19” 
...optional 4th and 5th knives for maximum output 
on two-up work. 39” Front Cut Trimmer, also. 


LAWSON 3-KNIFE RAPID TRIMMER—1irims lifts 
of books, magazines or pamphlets on all three sides 
with exacting precision ...lifts to 434” high...speeds 
to 25 lifts per minute... handles all types of bound work, 
one or two-up...sizes to 1134 x 1674” (trimmed). 


Be sure to check with MGD first about all of your 
cutting and trimming equipment needs, 


‘ _[Mic 
MIEHLE-GOSS-DEXTER, INC atc | 


Chicago 8, Illinois . D 
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THE 
HARDEST D@7 
IN THE BUSINESS 


It’s a recognized fact among critical workers, Ansco Reprolith® Ortho Type B film produces 
hard, crisp dots that mean better reproduction in both line and half tone work. 


This superb emulsion is specifically designed to provide virtually perfect orthochromatic balance 
which gives superior response to filtration saving hours of handwork on negatives. 


When developed in Reprodol* Developer, Reprolith Ortho Type B produces images of maximum 
density and a base clarity of minimum opacity. Try this fine combination today. Ansco, Bing- 
hamton, N. Y., A Division of General Aniline & Film Corporation. 


Ansco 
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THE APPLETON COATED PAPER COMPANY 
APPLETON ¢ WISCONSIN 





| Spactr 


COATED 


BOOK 
and COVER 


Apco IMPACT Coated Book is an entirely new 
concept in Printing Papers and Inks based on 
research by Faber Birren, one of America’s lead- 
ing color authorities, as well as by leading oph- 
thalmologists and reading psychologists. The 
IMPACT formula for printing combines 5 softly 
tinted papers (Jonquil, Suntex, Coral, Mint 
Green and Azure Blue) with color-related inks 
to obtain optimum reflectance contrast for rest- 
ful reading. While black ink and white paper 
produce a contrast ratio of 17 to 1, the IMPACT 
formula reduces this to the most desirable ratio 
of approximately 8 to 1. (No black is used at 
all in the formula). 


Revolutionary... Exciting... Demanding! 


Apco IMPACT Coated papers (Book and Cover 
Weights) offer the only really new concept in ages, 
for improving the effectiveness of advertising 
publication and communication printing. This 
illustrated 20-page Booklet, and Portfolio Sample 
Kit tell the complete story — show comparison 
effects and samples of printing on IMPACT and 
Standard enamel papers . . . Explains how easily 
the IMPACT formula can be applied to your own 
printing for creating new and interesting results . 
new readership interest. 





A New Concept in 
Printing Papers and Inks 
for creating a NEW LOOK... 
a NEW INTEREST in 
Printed Communications 
and Readership! 


Apco IMPACT Coated Book is called the paper 
with the “Built-In Sunglasses” because it so 
effectively reduces reading eyestrain and glare 
through use of the IMPACT printing formula. 
The five tints which fall within the actual color 
ranges of daylight also give four-color process 
printing a new depth and natural warmth — as 
can be noted in the 4-color illustration on the 
other side of this insert. Here, standard process 
colors of Red, Yellow and Blue and color re- 
lated IMPACT Maroon (instead of black) are 
printed on Coral IMPACT Coated Book to 
achieve this more “natural” color illustration. 





Offset Printed on Apco IMPACT — Coral — 25 x 38 — 80 / Red, Yellow, Blue, IMPACT Maroon 





Write for your FREE copies today — 
on your letterhead, please! 


W< The mark of Restful Reading 


THE APPLETON COATED PAPER COMPANY 
APPLETON e WISCONSIN 





Printed in U.S.A. - 135M260 











No matter who wins... 








































































































kleen-stik pressure-sensitive adhesive 


ELECTIONEERING STOCKS 


ACROSS THE NATION, there’s big business waiting for 

















you in campaign signs for both national and local elections. The 
And Kleen-Stik — the printer’s favorite pressure-sensitive 
stock — helps you get the business and produce it! Contact k I een-sfti k ' 
your local campaign managers and committees . . . and get TICKET 
them to VOTE THE KLEEN-STIK TICKET! 
OF SELF-STICKING 
EASY TO SELL — for every use, indoors or out. CAMPAIGN WINNERS! 
EASY TO USE — sticks tight to any smooth surface X{ BUMPER STRIPS 
— quick peel-and-press (no glue, no tacks, no tape!) Sh TWO-WAY DOOR 
. : ; EMBLEMS 
EASY TO PRODUCE — wide variety of top-quality hx WINDOW SIGNS 


stocks for letterpress, offset, or silk screen. 


S{ POLE WRAPPERS 

§{ WINDSHIELD STICKERS 
[{ LAPEL BADGES 

S{ OUTDOOR SIGNS 





WRITE 
for samples SJ IDENTIFICATION CARDS 
and prices {x} SAMPLE BALLOTS 
7300 West Wilson Avenue Chicago 31, Illinois today 


Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP 
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“The world’s FINEST offset presses!” 


MILLER TPJ 23 X 3€ 
TWO COLOR-PERFECTOR 





MILLER-M.A.N. IV 30 X 42 ONE TO FIVE COLOR 
V 36 X 48 ONE TO FIVE COLOR * Vi 40 X 56 TWO TO FIVE COLOR 


No idle boast, but a resu/t of intensive development 


to make this a positive fact, backed up by experiences 


of many highly satisfied users. 


Regardless of your specific application, permit 

us to show you why these outstanding offset 
Write today presses are your best choice. Check the features 
‘iele one by one, and we are sure that you too, will 
agree that these are truly the ultimate in offset 
equipment. We would be happy to arrange a 
literature! demonstration at a plant near you! 


descriptive 


MILLER PRINTING MACHINERY CO. 


1115 Reedsdale St., Pittsburgh 33, Pa. 


In Canada: 
SEARS LIMITED ¢ 253 Spadina Road ¢ Toronto 4, Ontario 
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“THERE'S A DAYCO 


Starting point for your cost-cutting program 


Dayco Tru-Tac’ Rollers last 3 to 4 times 
longer in high-speed service 


To meet today’s hot competition, production 
managers and pressroom foremen are learning that 
with Dayco Tru-Tac Rollers, they can reduce roller 
replacement costs 80%, through longer service life, 
and visibly improve printing quality. Here’s why: 

1. Dayco Tru-Tac Rollers are made from a NEW synthetic 
compound that outlasts other roller materials 4 to 1. 
They are unaffected by heat, humidity or cold and 
have an amazing resistance to abrasion. No seasonal 
change-over is necessary with Dayco Rollers. They 
maintain exact diameter, perfect tack and proper 
firmness under all press conditions. 


2. Quality improves immediately with new Dayco Tru-Tac Rollers. 
They distribute ink with unequalled accuracy and 
uniformity, regardless of press speeds, for millions 
of impressions. 

3. Wash-up time is cut in half because of the low oil 
absorption qualities of Dayco Rollers. Very little 
effort is necessary to eliminate bleed back completely, 
even when changing from black to yellow. 


4. Replacement costs are substantially reduced. When Dayco 
Rollers show signs of wear (eventually, even Dayco 
Rollers do) their surface can be ‘“‘Re-Daycoed”’ at 
a fraction of the cost for new rollers. 


@Registered T.M., The Dayton Rubber Company ©D.R. 1960 


Find out how your plant can cut costs and improve quality with Dayco Rollers. Write today West Coast Distributors: Farwest Ink 


to: DAYCO DEPARTMENT, 


Co., Seattle, Washington; Walter W. 
Lawrence Co., Inc., Los Angeles; 


Dayton Industrial Products Co. George W. Shively Co., San Francisco. 


Melrose Park, Ill. 


A Division of The Dayton Rubber Co. 
ROLLER FOR EVERY PRINTING NEEDI"' 


In Canada: The Dayton Rubber Co., 
Ltd., Toronto. 








it’s not true... 


* That Sheridan bindery machines 
are built to suit the requirements of 
only the largest edition, publication 
or trade binders. | 
* Nor is it true that the cost of ott 
Sheridan equipment places it beyond j 


the reach of the smaller bindery. 


THE TRUTH IS... 


* That Sheridan machines are built to satisfy the needs of 





all binderies, small or large, short run or long. The Sheridan 
automatic saddle binding equipment, for example, is available 
in a wide variety of combinations and sizes based on continuing 
industry-wide studies of bindery equipment and requirements. 
* Sheridan automatic saddle binding equipment is priced right 
in comparison with any other similar machinery available . . . 
and only Sheridan offers the added values of high hourly 
production for lowest cost/thousand, of a heavy-duty stitcher 
for higher product quality and lower operating costs, of quick- 
set adjustments for minimum change-over time that make short. 
runs practicable and profitable. 
So . . . before you purchase any equipment, call in your 
Sheridan representative. Get all the facts. Let him show you 


°°" SHERIDAN 


the right Sheridan combination for your needs . . . the way to 
increase profits. The T. W. & C. B. Sheridan Co., 220 Church 
Street, New York 13, New York. 
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We sign 


You're looking at the “dandy roll” 
on a Howarp paper machine. Here’s 
where Howarp Bonpis watermarked 
—our subtle signature attesting to its 
excellence as a superior letterhead 
paper, and its right to be known as 
“The Nation’s Business Paper.” 


HOWARD PAPER MILLS, INC. 


When your letterhead bond is 
“signed” by Howarp you can use 
it with every confidence that it is 
worthy of your signature—white, 
strong, crisp, and with the crackle 
always associated with praiseworthy 
paper. A good letterhead, and a neat 





your letters before you do! 


letter, on Howarp Bonp goes out of 
its way to earn the attention and re- 
spect it seeks. 

Your printer or paper merchant 
will be pleased to show you Howarp 
Bon, in colors, and in the cleanest, 
truest white you’ve ever seen. 


¢ HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


Howard , bond 


Companion Lines: Howard Ledger * Howard Mimeograph 


“The Nation’s 


Printed on Maxwell Offset 


Business Paper” 


Howard Duplicator * Howard Posting Ledger 


Basis 80 — Linen Finish 





Printed on Maxwell Offset-—Basis 80—Linen Finish 


The talents of John Pike are richly apparent in 


. “Impressions of Nuuanu Valley, Oahu, Hawaii’. 
Discoveries 1n P 


The award-winning Mr. Pike regards the world as his 
a : subject, often traveling with the U. S. Armed Forces. 
American Art Prolific, too. He managed 17 one-man shows during an 


ll-year period. We modestly call your attention to the 


...0n Maxwell Offset ' original-like quality of this painting reproduced on 


Maxwell Offset. Not so modestly, we urge you to call 
for Maxwell Offset on your color work! 


HOWARD PAPER MILLS, Inc. e Maxwell Paper Company Division e Franklin, Ohio 
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UP-TO-DATE BUSINESS NEWS OF INTEREST TO MANAGEMENT IN THE PRINTING AND ALLIED INDUSTRIES 


Business Still Good; 
May Level Second Half 


Printing Business Will 


Follow National Index 


What of Taxes Next 
10 Years? Up or Down? 


Kimberly-Clark Spends 
$12-Million at Ohio Mill 


Business Forms Group 
Sets Magnetic Ink Forum 


New Phototypesetting 
Machine Announced 


APPA Elects Mead Man 


Warren Expands Mill 


Business is good .. . will continue good .. . but maybe 
rise will not be as fast as some want. Look at Gross 
National Product figures .. . was 484 late last year . 
now around 500 ... expected to be about 506 for second 
quarter. That's very good rise .. . may level off second 
half .. . don't always expect to live in fast boom era. 

















Your business will be good, too, for printing index nearly 
always accompanies general industrial rise. Printing and 

lithographing business should be excellent for some months 
to come . . . may not be any leveling off before next year. 











What's going to happen to your taxes in next 10 years? 
Federal taxes may go down slightly (not this year), but 
your state and local taxes are sure to go higher . 

lots of resistance to higher state and community taxes. 








Kimberly-Clark will spend $12-million to triple production 
of business and envelope papers at its Moraine Paper Mill 

at West Carrollton, Ohio . . . will add new paper machine 

for bond and offset papers . .. other new construction. 








Business Forms Institute sponsoring Magnetic Ink Forum on 
March 25 in San Francisco at Sheraton-Palace Hotel. 
100 business forms printers will attend. 








New Alphatype photographic typesetting machine, made by 
Filmotype Corp., just announced to graphic arts trade. 
Device utilizes Smith-Corona electric typewriter for its 
keyboard and separate machine as its exposure unit. 

See our "What's New in Equipment” department for April. 











American Paper & Pulp Assn. elected Howard E. Whitaker, Mead 
Corp. chairman, president, late last month. James R. Lientz, 
Union Bag-Camp Paper Corp., was named president of TAPPI. 








S.D. Warren Paper Co. will spend $9-million in expansion 
program over next two years. Big papermaker at Westbrook, 
Maine, expects to increase production by 40%. 








(Over) 
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New President at Photon 


Find Money Tight; 
Try Nearest SBA Office 


Adding Machine Plays 
Tricks on DMAA Figures 


Navigator Award to Loos 


Use Company Records, 
Improve Your Profits 


Get Cash With Order 
For Political Work 


Internal Revenue Helps 
With Expense Problems 


Ayer Contest Announced 





(Continued) 


New president of Photon Inc., manufacturer of photocomposing 
machine, is Kurtz M. Hanson, former Lanston Monotype head. 
W. W. Garth, Jr., remains active as a full-time director. 








If you find money tight, try Small Business Administration 
as credit source. SBA has more than 50 offices over U.S. 
and lending money at fast clip. Loans of $200,000 or more 
not unusual . . . many loans made in participation with 
local banks. 











Ever have your adding machine play a $40-million trick on 
you? Direct Mail Advertising Assn. did last month (and we 
reported their figures in Newsletter last month). Direct 
mail volume slipped from $1,817,000,000 in 1958 to 1959 
figure of $1,765,225,709 . . . a decrease of 2.86% . 

DMAA said it justified previous comments that postal 
increases have caused decrease in mailings. 








New York's Navigator's Service-to-Industry Award on March 19 
will go to Melvin Loos, adjunct professor of graphic arts at 
Columbia University. . . has been C. U. Press Printing 
Office manager for 27 years. 














New Government booklet tells you how to use company records 
to improve your profits . . . compare your own operations 
with those of other printers and lithographers. Costs 30¢ 
from Supt. of Documents, Govt. Printing Office, Washington 











25, D.C. 


Getting lots of political printing these days? If not, you 
probably will soon. Know your own state laws on how such 
printing should be handled . . . your own state association 
or local group can help you. Get cash in advance!! 








If _ you haven't seen Internal Revenue's Technical Information 
Release No. 198 on how to handle entertainment expense 

and employee expense accounts, get it now. It will answer 
your questions on how to handle these bothersome problems. 














Publishers of English-language daily newspapers in U.S. have 
been invited to enter 30th Annual Newspaper Contest for Ayer 
Cup, other awards . . . 849 in contest last year for best 


typography, makeup, printing. 

















You are probably looking for new gimmicks, good ideas that will 


produce printing sales in carload lots. It’s tough, but in your company 





Are Printing Sales Techniques 


Keeping Pace With Improved 


Production Techniques? 


By George M. Goldsmith 


For some time I’ve been diligently try- 
ing to discover a new approach, a new 
idea, or a new gimmick that would pro- 
duce printing sales in carload lots. It’s a 
tough job. Frankly, after a lot of thought, 
I've come to the conclusion that getting 
printing orders requires hard work, care- 
ful planning, and lots of imagination. I 
have been a printing salesman, but I am 
at present a printing buyer. Here are some 
observations I’ve accumulated over the 
years that may start you thinking. 

At various meetings in the graphic arts 
industry a great deal is said about solving 
technical production problems. Everyone 
wants to know how to get better quality 
work or how to do various jobs easier, 
faster, and with positive results. These are 
perhaps the main reasons for having these 
meetings, and it is a wonderful thing that 
they can be held. Pride in craftsmanship 
is the one force that makes them possible 
and keeps them interesting. At many of 
these meetings we hear about new equip- 
ment, new procedures, and new ideas for 
producing better printing quality at great- 
er speeds. Technicians explain in detail 
how to use the new machinery and how 
to apply the ideas, and they also predict 
the results. Plant managers and owners re- 
turn home, buy the new equipment and 
services, and their customers get better 
work faster and perhaps at a lower price. 


The end result of all these meetings is the 
motivation of all business—to make a 
bigger profit. 

There is no question about the value of 
the meetings to the men charged with the 
responsibility of producing better print- 
ing. You may learn how to get better 
quality, you may learn how to operate the 
equipment that will give it to you, but if 
you don’t have anything to print and if 































you don’t have users for the end products 
of our printing presses, all this knowledge 
is useless. 

When I‘sold printing, I made it part of 
my education to keep abreast of all the 
latest technical developments and to learn 
if they were being used in the shop that 
I represented. 

You must have constant improvement 
in printing; you must produce better work, 
and you must be prepared to do it fast and 
deliver it when your customers want it. 


> My personal belief is that most print- 
ing buyers are not particularly interested 
in how any given job is produced. All they 
want is a good looking piece at a reason- 
able price. The salesman may never have 
to explain that the photoengravings were 
made by the new powderless etching proc- 
ess or that the offset job was produced with 
presensitized plates. Nevertheless, sales- 
man should know all about the reproduc- 
tion problems and how his plant solves 
them. Some printing buyers, smarter than 
others, may want such information. 

If you want to make use of the know]- 
edge you gather at trade meetings, you 
must have customers; if you must have 
customers, you must have salesmen to get 
them. 

That brings us face-to-face with the 
problem at hand—how to get more busi- 
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Goldsmith Has Bought and Sold Printing 


GEORGE M. GOLDSMITH is president of the Goldsmith- 
Tregar Co., an advertising agency in Providence, R.I. He is a 
graduate of Wharton School of Finance at the University of 
Pennsylvania. He was managing editor of National Lithog- 
rapher magazine from 1939 to 1945. He has been a printing 
salesman for the Franklin Printing Co. of Philadelphia and 
Ketterlinus Litho Manufacturing Co., also in Philadelphia. 
Mr. Goldsmith recently spoke on the subject of this article to 
Worcester Club of Printing House Craftsmen in Worcester, 
Mass., in informal manner from notes. The talk aroused so 


much interest PRINTER AND LITHOGRAPHER asked him to pre- 
pare special article from original notes. You may get an idea for your organization. 


ness to keep your faster and modern ma- 
chines operating at a profit. 

The first thing that comes to mind is 
the salesmen you have representing your 
plant. You may assume (and believe me 
it's a big assumption) that your salesmen 
are thoroughly versed in the product they 
are selling. They should know what kind 
of work can best be done on the equip- 
ment available; they should know how to 
take specifications on a job so that the 
estimator can make a reasonable quota- 
tion; they should know what constitutes 
good copy; they should know if they are 
making an unreasonable delivery promise. 
These things are a matter of sales training, 
and management should see that no sales- 
man makes a call unless he is completely 
aware of these printing fundamentals. 


® Various trade associations have done 
excellent work in preparing material that 
can be used in sales training programs. 
This material contains most of the basic 
information that a salesman should know 
before he attempts to sell printing. Once a 
salesman masters the fundamentals, he 
could be considered capable of “taking” 
orders. There’s a world of difference be- 
tween a printing salesman and an order 
taker. Unfortunately, the material I’ve 
mentioned Omits a most important phase 
of selling. 

The act of selling requires more than a 
basic knowledge of the product. Salesman- 
ship is a science that attempts to turn a 
disinterested prospect into an enthusiastic 
customer. It’s a technique of getting a man 
who started to say “no” to say “yes.” There 
is no easy road to learning the principles 
by which this can be accomplished. Some 
salesmen have natural ability to sway de- 
cisions; they seem to do these things sub- 
consciously. Most salesmen can learn 
them; some never will. 

If your plant doesn’t have a sales train- 
ing program, start one immediately. Teach 
the fundamentals, of course, but also in- 
clude a course on the psychology of selling 
—or how to turn prospects into customers 
—and require every salesman to take the 
course. I don’t care how good a salesman 
may be, he isn’t so big or so smart that he 
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can’t learn something to help increase his 
personal income and build business and 
goodwill for the company he represents. 


& This part of the sales training program 
will be the most difficult to organize and 
to present. To be effective it must be done 
well, and in most cases considerable out- 
side help will be required. There are a 
number of good sales counsellors who can 
help. The program will take some money, 
but it will be worth-while. The cost could 
be considered part of the capital invest- 
ment in the new equipment, because with- 
out more sales, the equipment will prob- 
ably never operate at capacity. 

A good salesman has been compared to 
a battery, always discharging energy, en- 
thusiasm, and information. Unless some- 
thing is done to recharge him, he will run 
down. The sales training program can be 
the current to recharge him. It will give 
him some new ideas and show him how to 
use them. 

Hours could be spent discussing what 
to cover in a sales training program, but 
such a program is important to the growth 
of your business. Someone in your plant 
should be given the job of setting up the 
program and carrying it through. And it 
should be a continuing project. Salesmen 
should be kept abreast of new sales tech- 
niques just as your shop men are informed 
of new production helps and improved 
processes. 

Until such time as the sales training 
program is under way, there are some 
things that management can do to help 
salesmen get more business, and there are 
quite a few things that salesmen can do on 
their own. 

I’m in the advertising business, and I 
hope you will understand that what I am 
about to say is motivated by conviction 
and not as a commercial pitch. If you will 
think of me as a printer, there should be 
no misunderstanding. 


& | think that every printer should either 
employ a good advertising man or retain 
an advertising agency. The function of the 
ad man or agency in this case would be 
somewhat different than the usual concept 








of their jobs. True, they could and should 
prepare sales-producing advertising for 
the printers’ own use, but in my mind they 
can be of much greater value in producing 
better advertising pieces for the printer’s 
customers. 

Let’s be realistic. The average printer 
knows very little about advertising. He 
may have acquired a superficial knowledge 
by reason of his exposure to ad managers 
and agencies, but he just doesn’t have time 
to learn the really important things that 
will spell the difference between a medi- 
ocre ad and a good one. 

If he is asked to prepare a piece of liter- 
ature for a customer, he should not rely 
on the compositor for a layout, he should 
not expect his secretary to write a piece of 
good selling copy. He should take the 
problem to the ad man or agency. And 
there is more to a piece of advertising than 
layout and copy. Such factors as mailing 
lists, postal rates and regulations, product 
information, sales appeal, and action 
wanted are things that all good ad men 
should survey before layout and copy are 
started. 

By giving your customer a piece that 
not only looks good but helps to sell his 
product or service, you are doing much to 
create and maintain good customer rela- 
tions. You are also laying the groundwork 
for more profitable business. 

Over the years you may have heard a 
lot about creative selling in the printing 
business. Those salesmen who do a job of 
creative selling are the successful ones; 
the others are merely order takers. 


& If you are really honest with yourself, 
just try to think of how much business you 
and your sales force really created over the 
past year. Did you actually get a printing 
order where no desire existed on the part 
of the buyer, or did you steal business 
from your competitors on a low price? 
There’s nothing wrong with quoting low 
prices if you’re going to make money on 
the job; but if you sell a printing order by 
creating a desire, you can get a good price, 
assure yourself a profit, and put yourself 
in a solid position with your customer. 

Creative selling takes a lot of imagina- 
tion, a good knowledge of the customer’s 
product and his sales problems, plus a lot 
of time and leg work. The addition of a 
good ad man to the staff or the help of an 
advertising agency will assist the salesman 
with workable ideas that can be presented 
and sold to printing customers. 

As a small ad agency with comparative- 
ly small accounts, we act as an advertising 
department for these accounts, and we cre- 
ate a lot of printing every year. 

I could give you lots of examples, but 
I'll just tell you about one. About 12 years 
ago we started to work with a small ac- 
count in the silver business. During the 
first year the total budget was a little over 
$3,000 for everything. In 1958 our bills 

(Turn to page 96) 
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The Printing Sale I’ll Never Forget—No. 14 of a Series 


This Favor Paid Us $8,000 to Start 


An agency that didn’t buy printing asked me to look up a direct mail 


portfolio done by another printer to give to a client who was just browsing 


By John M. Trytten 


Here's how I got an $8,000 order and 
substantial additional business by doing a 
favor for a “dead” prospect. 

The prospect started out as an adver- 
tising agency, a big one. I had called on 
them two or three times, only to discover 
that they not only bought little printing 
but much preferred it that way. They'd 
rather their clients bought their own. So 
I was a little surprised when the agency 
production man called me one day. 

It seems that a competitor of one of 
their clients had won an award for a 
direct-mail advertising campaign a couple 
of years previous. Their own client had 
naturally, although a little belatedly, 
shown interest in the award-winning cam- 
paign and had asked the agency to dig up 
the campaign portfolio. 

Finding my card in his file, the agency 
man was sure we could use our connec- 
tions in the direct-mail field to uncover 
this portfolio. We could, and we did. 

At the time I didn’t know why the 
agency wanted the material. So I took the 
campaign portfolio around in person with 
the object of digging for information. 

Although the production man didn’t 
feel free to reveal the name of the client, 
he took me in to the account executive 
handling the account. The account man 
not only gave me the name of the client, 
but volunteered to set up a lunch date for 
me with the client’s advertising manager. 

This first interview with the client was 
interesting if unsatisfactory. The advertis- 
ing manager expressed his gratitude, of 


Case Histories in Selling 

This is the 14th of a series of case 
histories on selling printing by John M. 
Trytten, to whom members of the print- 
ing sales fraternity have told their 
stories. In this article, Mr. Trytten de- 
parts from his usual practice of retell- 
ing stories of his sales brethren to tell 
one of his own experiences. 


course, and explained he really just want- 
ed to see what his competition had done 
to warrant an award. Suspecting, naturally, 
that I had an eye out for business, he fur- 
ther explained that he had nothing specific 
in mind for use of direct-mail, and further 
that he had two printers with whom he 
had developed a relationship he wouldn't 
disturb, 

It was apparent, nevertheless, that he 
had some problem or program on his 
mind. At this interview and a couple of 
calls which followed, he described in more 
than usual] detail some of the marketing 
peculiarities of his business. In fact, he 
drew such an excellent picture of his ad- 
vertising and selling job that I was able 
to come up with several ideas I felt would 
help him reach his objectives. 

These ideas I worked over with our art 
director. We came up with a set of 
sketches and copy suggestions for a direct- 
mail campaign to reach exactly the group 
of hard-to-reach buyers the ad manager 
had so often discussed—and to reach them 
effectively. 

When I presented this program to the 
ad manager, he was obviously impressed 
with it. I could tell he was desirous of 
going ahead with the program; yet he was 
deterred by factors I couldn’t identify at 
the time. 

So several more calls were made; mean- 
while, the suggested program was gather- 
ing dust. At times I was even inclined to 
give up. But I was certain our suggested 
direct-mail campaign was the right one, 
and I felt sure that the ad manager agreed. 
So I persisted, and discovered as time 
went on that the hesitation was due to the 
need to sell others in the organization on 
what was admittedly a new departure for 
the company. 

I was fortunate at this stage to meet 
with other executives of the company. 
Over lunch, we discussed the advertising 
problem and the ways in which our rec- 
ommended program would help solve it. 
All this took place nearly a year after the 
time the competitor’s portfolio had been 
requested. 





John M. Trytten has devoted all of his working 
life to the printing industry and related fields of 
advertising and publishing. For the last three 
years he has been marketing director for Nitra- 
gin Co., Milwaukee. Prior to that position, he was 
with Wetzel Brothers Printing Co., Milwaukee, 
and with Seeman & Peters Co., Saginaw, Mich. 


The ending, I’m pleased to report, was 
a happy one. After innumerable calls, | 
was at last given the go-ahead, and the 
campaign went into production. 

Needless to say, by this time the “heat 
was on” to get the first mailing in the 
mail. We were able to write copy, produce 
finished art, and get production done in 
time to meet deadlines all the way along. 

This success was followed by other work 
of a similar nature. All because, first, I 
was not content to “brush off” the request 
of a prospect I knew was unproductive. 
And second, because we had the courage 
and persistence to stick with a creative sug- 
gestion we knew was sound and effective 
... when we knew that the customer knew 
it, too. 

It is also important to point out that the 
other printers, those having the customer's 
loyalty at the beginning, retained this 
loyalty. The work we did had been created 
by us, and was over and above the work 
these firms had been doing for many years. 
Although I'll admit I tried to get some 
of that, too! 


57 


















This Bowne & Co. booklet gives a brief history of the company and of New York City since 1775 
when Bowne was founded. The cover was a dull bluish purple with “Since 1775” printed in red 











anguages. On tus returp from a tmp to Montreal, be tried to 
persuade Robert Bow ac to devote atl Une Capital of the company 
has growing and profitable business, but after careful con 


aoe Jechimed. The young man’s name was John 







A PRINT SHOP of the tate 1th Comtery At the left, ourmeymes 
SAP OOTS are setting type from large wooden cases Im the back 







ground, tee proprimer snd 3 custonet discuss «job At the right. ove On its 100th anniversary, Schneidereith & Sons, 
premmen mike the type form ete the other lifts the printed sheet trom 
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promotions, an 1114x8%4-inch, leather- and c!loth- 
bound volume with gold-stamped title and logo 







This piece from Lenmore Press of New York City 
opens to four panels, three horizontally and é 
one vertically. It contains some astrological 
spoofing, scratch pad, and reply card. Closed, 
it is 82x11 inches; printed red, yellow, and black 





Lenmore’s 


A page from McCormick-Armstrong promotion booklet 





indicates its design quality. Original was black on 5 le 
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P. K. Thomajan has made a career in 
the field of promotion. He has been 
a gag man in Hollywood, an exploi- 
tation representative for Paramount 
Pictures, and the editor of the Art 
Directors Annual. He is presently 
public relations director for the New 


York Sales Executives Club. 











The 190th Comment, four-color external house 
organ of J. W. Clement Co., Buffalo, features 
history and production of green stamp catalogs 





The vast increase in printers along with 
keen competition in techniques have made 
promotions that bid for business impera- 
tive for success in the printing field. 

Too many printers have morgues filled 
with abortive efforts, projects that have 
been shoved aside because paying jobs 
rated precedence. There is no excuse for 
this. 

Promotions should be accorded right- 
ful recognition, budgets set aside, and 
time provided for them. Each item should 
be carefully planned and programmed. 
Execution should be approached with en- 
thusiasm, not as a chore. The end result 
should be showpieces that enhance the 
firm’s prestige, back up salesmen, and at- 
tract customers who are less price-con- 
scious, who value creative contributions. 

Most promotions are developed within 
organizations with some outside help from 
free-lance artists and copy writers. When 
budgets are sizeable, advertising agencies 
and public relations organizations are 
called in to assume full control of projects. 

A convenient and relatively inexpen- 
sive way of securing promotional material, 
however, is to make overruns of outstand- 
ing jobs. Clients are usually willing to 
grant permission, and specimens can be 
sent out in portfolios or folders. 

Anniversary brochures can be memo- 
rable items when they are handled in a 
historic manner. They can constitute valu- 
able records of business Americana by re- 
vealing the growth of a particular com- 
munity along with the progress of a firm 
since its early days. A wealth of material 
in a company’s files along with material 
secured from local historical files can be 
used. These publications often find their 
way into libraries, where they are regarded 
as definite contributions to regional his- 
tory. They do much to endow a printing 
organization wtih a seasoned character. 

Syndicated house organs are quite pop- 
ular with printers. They come in various 
types and offer space for imprints on the 
covers, inside front and back covers, or 
back covers. They provide a medium of 


P. K. Thomajan, expert at all kinds of promotion, points out that every 


printer should have a promotion program based on his own craft, quality printing 


Printers Can Use Promotion 


continuous contact with clients and a way 
to feed them informative material. Adver- 
tisers Digest contains reprints of timely 
articles from various advertising and busi- 
ness magazines. Briefed is another digest- 
type publication loaded with excerpts 
from some 40 publications in the mer- 
chandising and public relations fields. 
Tips from Your Printer has more of a 
trade character and is filled with data on 
graphic arts techniques. 

Then, there are custom-tailored house 
organs, which are exclusive with a firm. 
Clement Comment, issued by the J. W. 
Clement Co. of Buffalo, features, among 
other things, stimulating client success 
stories. 

One of the most diverting house organs 
is cleverly titled Graphic Artery. It is is- 
sued by W. T. Peck & Co., Philadelphia 
lithographers. For a sheer play of ideas 
and words, this nimble little publication, 
which fits into #10 envelope, can hold its 
own with any column in the country. The 
twists and turns on the Peck name are in- 
triguing and tie in with some distinctive 
point. Here are just a few: PECK-adillo, 
PECKuniary, imPECKably, etc. Each issue 
features a complete change of paper, type, 
layout, and color scheme. This fascinating 
little publication goes to prove that it’s 
how good a thing is, not how big. 

McCormick-Armstrong Co. of Wichita, 
Kan., issues Impressions, an 11x14-inch 
eyeful of luscious color reproductions 
made for various clients. These range 
from sweeping double-page spreads of jet 
planes in flight to heaping bowls of fruity 
ice cream, which tie in with the key line, 
Say it with color—Say it with pictures. 

McCormick-Armstrong is a real pace- 
maker in promotion. In fact, this organiza- 
tion has set up an advertising agency divi- 
sion, which offers a full range of services 
from direct mail to public relations. 

The firm reports about its promotion 
program that it “has substantially helped 
us to hold the line on prices and profits 
throughout a post-recession period of in- 
tense competition. It has produced in- 
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quiries leading to probably 259% more 
than our proportionate share of new busi- 
ness available within our usual marketing 
radius. Our campaign within a campaign 
in behalf of our advertising agency divi- 
sion has brought us 10 new accounts— 
with more in prospect.” 

Then, there are coOperative angles in 
producing house organs that can reduce 
costs and increase distribution, such as 
ganging up with typographers and art 
services. An effective instance of this tack 
is the picturesque Push Pin Monthly 
Graphic—joint production of the Push 
Pin Studios, Real Typographers of New 
York City, and the Weaver Organization, 
printers of Long Island City. Copies are 
distributed through participating organ- 
izations. Each issue is completely different 
in format and contents—features touch 
on art, literature, etc. Copies are available 
to noncustomers at an annual subscription 
rate of $2.50. 


& The Printcraft Press of New York City 
has capitalized on a fairy tale theme by 
creating flip, zany versions with left- 
handed morals. Folders are printed in a 
gay vivid manner with a juvenile touch. 
They are made up in various sizes, and 
envelopes carry the basic copy line, “Once 
Upon A Time.” A typical fairy tale is that 
of Hansel and Gretel, who are presented 
as two juvenile delinquents with phony 
names who gave their parents a real hard 
time. The commercial has a close tie-in, 
which is, “Tell your story the Printcraft 
way.” 

The Lenmore Press of New York City 
recently launched a fortune-telling series 
called Lenmore’s Guide of Destiny which 
is executed with a great deal of prophetic 
abracadabra. Slotted into each folder is a 
daily appointment calendar. The texts tells 
the reader the best days for persons born 
under the particular astrological period in 
which each issue is mailed. This series ex- 
ercises a subtle influence on recipients in 
consulting Lenmore on their printing 
problems. 

Moving and expansion call for promo- 
tion pieces that dramatize these occasions. 
For moving, there are the devices of shift 
pictures with a slot-slide device, a shiny 
new quarter, and the stock checkerboard. 
For expansion, there can be an accordion 
folder, indicating expansion, or a broad- 
side folded down small that opens and 
opens up into a large sheet. 

Some printers find it profitable to send 
out 814x11-inch file folders, each with a 
protruding tab carrying their name. These 
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are filled with a varied assortment of jobs 
—tent cards, menus, price tags, letter- 
heads, brochures, announcements, etc.-— 
all of which serve to indicate a firm’s ver- 
satility. These folders can be refreshed in 
the course of salesman’s calls. 

When an organization installs a large 
press, this is an appropriate occasion to get 
out a jumbo promotion that conveys the 
full impact of the momentous addition. 
When Rudisill & Company of Lancaster, 
Pa., acquired two Harris 42x58-inch, two- 
color offset presses, it sent out a 38x50- 
inch press sheet from a four-color process 
run. Bold copy was distributed over vari- 
ous folding areas pointing out how this 
press could serve customers with economy 
and speed. The final fold showed a job 
printed on one side in full color. 

Annual keepsakes, distributed around 
Christmas time, are the blue chips of insti- 
tutional promotions. Usually, these pre- 
sent unusual historical and literary mate- 
rial, which pleases top management. The 
Lakeside Press and the Kingsport Press 
issue just about the finest items produced 
in this category. Bound books called the 
Lakeside Classics have been appearing 
virtually since the turn of the century and 
form a unique historical library of West- 
ern and Midwestern Americana. Kings- 
port keepsakes, designed by Andor Braun, 
are exquisite. Once continuity is estab- 
lished, these opuses are actually antici- 
pated come holiday-time. 


& Herbick & Held Printing Co. of Pitts- 
burgh ideally summarizes the case for 
printing promotion. “Here at Herbick & 
Held,” a company report states, “we have 
a definite advertising plan which we have 
been following for about seven years. We 
believe that our advertising should help 
us solve five sales problems. 

Primarily, our advertising should help 
sell more printing today. But it should 
also help us sell more printing tomorrow, 
and next week, and the next year and in 
the next 10 years. We have our mailing 
list of approximately 3,500 names divided 
into three classifications: The first classi- 
fication (of about 1,100 names) is made 
up of the VIP’s of our trading area—pres- 
idents, vice-presidents, directors and other 
top officials of the different companies we 
are attempting to sell and resell. With 
budgets and often individual orders run- 
ning into five and six figures, we believe 
that top management is becoming more 
and more interested in the printing pur- 
chases of their companies. Since it is al- 

(Turn to page 143) 


How Printers Can Use Promotion continued 


“Once Upon a Time” series of New York City’s 
Printcraft Press presents offbeat renditions 
of fairy tales. This piece accordion-folds to 
4x8% inches and is printed in five flat colors 
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Monthly Graphic (I.) is sophisticated 1354x10% 
paper issued jointly by the Push Pin Studios, 
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This architect’s drawing shows the 40,000-square-foot Delzer-Marlow Lithograph Co. plant in Waukesha, Wis. Employee entrance is adjacent to parking lot 


0-Year-Old Offset 


And Letterpress Firm 


In Third Expansion 


New building of 40,000 square feet constructed by Delzer-Marlow 


Lithograph Co., Waukesha, Wis. Firm has 60 employees and 


plans expansion of small letterpress department 


By Clifford E. Helbert 
Business Manager, Marquette University Press, Milwaukee, Wis. 


Three major expansions in 10 years 
have characterized the growth of the Del- 
zer-Marlow Lithograph Co., Inc. of Wau- 
kesha, Wis. The company will celebrate 
its 11th anniversary in April in a new, 
40,000-square-foot plant, recently com- 
pleted on the near south side of Wauke- 
sha, a community of 30,000 people 15 
miles west of Milwaukee. 

While the growth of lithography in 
commercial job printing has been noted 
as a national trend in the past decade and 
a half, what might exemplify a minor 
counter-trend is the installation of a let- 
terpress department in the new Delzer- 
Marlow plant. 

The new department includes machine 
and hand composition, makeup, precision 
proofing, and automatic, platen presswork 
for imprinting. It is, at present, strictly a 
service department to the primary and 
dominant lithographing operations. 

Started in 1949, the company was the 
two-man effort of a young CPA and a 
journeyman lithographer specializing in 
industrial advertising literature. 
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Warren Marlow, a graduate of the Uni- 
versity of Wisconsin, had worked for 
Haskins and Sells, public accountants, be- 
fore moving into printing office manage- 
ment and sales. 

Armand Delzer attended Carroll Col- 
lege in his home town, Waukesha, then 
enrolled at the University of Michigan, 
and, after that, took courses at the Layton 
School of Art in Milwaukee. Leaving 
school in the depression, Delzer appren- 
ticed in the lithographic trade at New- 
man-Rudolph in Chicago before working 


in Detroit and San Francisco, and, later, in 
Milwaukee. 

In the young company, Marlow was the 
salesman and served as the office staff. 
Delzer was the production force, reigning 
over a Multilith 1250 in a small, one- 
story concrete block building that had 
served, for many years, as a warehouse. 

Not long after, a retired photoengraver, 
who was not content to remain retired, 
joined the company to take over sales. 
Herbert Ehmke, whose paintings docu- 
menting the company’s growth now hang 
in the customer conference room, is still 
very much unretired. He is serving as sales 
manager with a crew of six men. 

By 1952, an addition of 5,000 square 
feet was needed to house the growing 
company; two years later, another build- 
ing expansion of 3,000 square feet was 
required to provide for paper storage, and 
to house a newly-added pamphlet bindery. 

“In fitting our new plant to our cus- 
tomers’ needs,” Mr. Delzer explained, “we 
have attempted to incorporate the best 
plant and production engineering avail- 
able. Our whole capitalization program 
is geared to greater customer service.” 

More than 60 employees work in the 
new Delzer-Marlow plant, including a 
second-shift crew for platemaking, press, 
and bindery operations. Located on a 
slightly sloping, seven-acre plot, the plant 
is built on two levels. 

The lower level, of about 10,000 square 
feet, is on a grade with the parking lot, 
and includes locker rooms with showers, 
lunchroom facilities, a fireproof security 
vault, and all the mechanicals—heating, 


Armand Delzer (left) and Warren Marlow (cen- 
ter) check job specifications of industrial adver- 
tising brochure with one of the key salesmen, 
Lloyd Davies. Firm was started in 1949 in Wauke- 
sha, just 15 miles west of the city of Milwaukee 
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air conditioning, and telephone equip- 
ment; water supply controls, and electrical 
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lot to the locker rooms. 

General offices and all production fa- 
cilities are included in the 30,000-square- 
foot second level which is on a grade with 
the higher portion of the land. A striking 


Efficient work flow is demonstrated in the schematic floor plan of the production facilities at 
Delzer-Marlow’s new plant. Plant is completely air-conditioned and critical areas have special lighting 





feature of the building is the field-stone 
and glass entrance foyer, dominated by a 
90x130-inch stained-glass window. Sym- 
bols and figures indicating the develop- 
ment of writing are interwoven with the 
three dominant representations of adver- 


Production details are discussed in new confer- 
ence room by James Lockman (left), production 
manager; Ben Thiel (standing), plant manager; 
Don Zuehlke, office manager, Layne Stuber, pro- 
duction operator. Plant prints much advertising 


tising, Gutenberg, and the inventor of 
lithography, Alois Senefelder. The win- 
dow was designed and created by A. Tim- 
ler of the Conrad Pickel Studios. 

Because the entire plant is temperature- 
and humidity-controlled, with lighting in 
production areas engineered for accurate 
color control, there are no windows in the 
plant. Chemically-sealed floors through- 
out the plant eliminate the dust problem 
in photographic, film-handling, and press 
















areas and contribute to comfortable work- 
ing conditions. 

Management offices and customer con- 
ference rooms, which are the only areas 
exposed to outside light, extend on either 
side of the main entrance. Immediate ac- 
cess to the accounting, production, and 
sales offices exists between the reception 
foyer and the management areas. To per- 
mit expansion, the production and sales 
offices are unitized by means of movable 
partitions. 

Production facilities in the plant are 
arranged for convenient control and cen- 
tral accessibility to the production office, 
where Ben Thiel, plant manager, exercises 
control over all plant operations. Thiel is 
a University of Wisconsin graduate in 
business management. He joined Delzer- 
Marlow in 1953 and is one of the veteran 
employees ot the young company. Average 
age of management-supervisory personnel 
is 36 years. 

Photographic facilities include two gal- 
lery cameras, a Robertson 16x20-inch and 
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Plate rub-up and presensitized plate develop- 


ment tables are surfaced with chemically-resist- 
ant tops to facilitate housekeeping cleanliness. 


Platemaking units are ample for good production 


a new Robertson 31-inch which was added 
during the move to the new building. The 
darkrooms are self-contained and include 
Brown temperature-controlled, safelight- 
ed sinks which permit visual inspection 
throughout the developing process. 

Directly adjoining the individual dark- 
rooms is the stripping and masking area 
equipped with eight light tables. 

The platemaking facilities include plate 
whirlers, a 50x60-inch nuArc exposure 
table, two vacuum printing frames, and 
developing sinks required for the produc- 
tion of albumin, deep-etch, presensitized, 
and copperized deep-etch plates. 

Roger Kohl, foreman of the camera, 
litho-artist and platemaking departments, 
has accumulated 20 years of experience in 
offset plants in the Chicago and Milwau- 
kee areas. 

Additions to the line of presses moved 
from the old plant include a Harris LUM, 
25x38-inch, two-color, which was in- 
stalled and operating in the new quarters 
several weeks before the rest of the plant 
was moved. Installation of a Harris LB, 
i1x54-inch, single-color was completed 
in January. 

Meanwhile, the other presses were 
moved to their new location. They in- 
clude: a Harris LTP 23x36-inch, two- 
color; two Harris LTW, 23x30-inch, 
single-colors; a Harris LTG, 1714x2214- 
inch, single color, and two model 1250 
Multilith duplicators, one of which was 
the original equipment when the company 
started in business. 

Commanding this line of presses is 
Harold Nelson, pressroom foreman, with 
30 years of experience in several major 
Racine and Milwaukee offset plants. 

Bindery equipment moved from the 
old plant includes a 41-inch and a 35- 
inch Seybold paper cutter. A Christensen 
five-station gang-stitcher with a three- 
knife trimmer handles the bulk of the 
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soft-cover binding. A hand-operated side- 
stitcher, a Lawson multiple-head paper 
drill, and a round-cornering machine com- 
pletes the miscellaneous equipment. Fold- 
ing is scheduled on a skeletonized 17x 
22-inch office folder, a Baum 17x22-inch 
and a Baum 25x38-inch folder. Foreman 
Bob Grant supervises 15 full-time bind- 
ery workers and up to 40 part-time. 

The newly-established letterpress de- 
partment is equipped with a rebuilt, mod- 
el 14 Mergenthaler Linotype with over 
30 fonts of mats. Hamilton type cabinets, 
an imposing stone, and a growing com- 
plement of hand type for reproduction 
proofing and imprinting constitute the 
basic equipment presently used. A Van- 
dercook Universal I proof press, with 
powered inking, and a new automatic 12x 






18-inch Kluge platen completes the de- 
partment’s equipment. 

Over 5,000 square feet of paper storage 
area permits skid and palletized storing 
of stock at pressroom temperature and 
humidity. Customer forms storage is ad- 
jacent to the shipping platform, and a 
plate storage area of almost 3,000 square 
feet is presently serving as a maintenance 
and construction area. 

“Our growth has been almost entirely 
in industrial advertising,’ Warren Mar- 
low said. “While we can now offer com- 
plete process-color service, we do not in- 
tend to become a ‘color house.’ In the 
integrated one-stop service, from type- 
setting to imprinting, we think we can 
best serve the growing market in the Chi- 
cago-Milwaukee industrial area.” 


Publication binding on a five-station Christensen gang stitcher is expedited by a three-knife 


trimmer. Bindery also contains 35 inch Seybold cutter, Baum folders, Lawson drill, small devices 


This is the center of the line of seven Harris offset presses, which range from 17'2x22'2 to 41x54. 





An inspection station is set up between the single-color and two-color presses for quality check 







































PIA Sales Conference Set for March 23-25 


“Developing a Sales Program for Your 
Company” is the theme for the annual 
Sales Conference of Printing Industry of 
America, scheduled for March 23-25 at 
the Edgewater Beach Hotel, Chicago. 

Keynoting the opening session Wed- 
nesday evening March 23, Willard E. 
Brown of Judd & Detweiler, Washington, 
D. C., will speak on “Creating and Main- 
taining a Favorable Climate in Which to 
Sell.” His remarks will be directed pri- 
marily to the public relations responsibil- 
ity of management in developing and 
maintaining an acceptance in the minds 
of buyers and the public toward the com- 
pany’s products. 

Thursday's session will be devoted 
largely to selection and evaluation of sales 
personnel and services. William Chrissy 
of Personnel Development, Inc., New 
York City, will include proper job de- 
scriptions, where qualified salesmen can 
be found, and interviewing and hiring 
techniques. At a subsequent session Mr. 
Chrissy will give case histories and ex- 
amples in his presentation of “Evaluating 
the Salesman and the Sales Program.” 

The final day’s program of the confer- 
ence will include two subjects in today’s 
business scene. In the morning, Harry 
Gardner of William G. Johnston Co., 
Pittsburgh, will talk about “Better Sales 
Through Better Management.” This will 
emphasize the importance of proper plan- 
ning and management of the sales pro- 
gram, the effective control of salesmen, 
and development and maximum utiliza- 
tion of sales presentation materials. 

The speaker at the closing luncheon on 
Friday will endeavor to show manage- 
ment how to accomplish goals without un- 
due stress. William E. Bradford of Brad- 
ford-Robinson Printing Co., Denver, will 
discuss “How to Do All This Without 
Ulcers” and will point out how the suc- 
cessful sales executive can develop an ef- 
fective program under pressure without 
getting upset or endangering his health. 

The conference program will allow 
time for several informal sessions and 
seminars which will give participants an 
opportunity to exchange problems, solu- 
tions, and ideas. 

The conference will be preceded by a 
three-day training institute, conducted by 
Charles La Blanc, director of the special 
services division of the Research Institute 
of America. This advanced institute for 
graphic arts personnel includes three days 
of intensive training, using case histories 
to explore actual sales and management 
problems and their solutions. It is limited 
to the first 30 registrants. 

Information concerning the conference 
and training institute may be obtained 
from Printing Industry of America, 5728 
Connecticut Ave., N.W., Washington 15. 





Members of the Printing Industry of America’s sales management committee met at PIA headquarters 
in Washington, D. C., on Jan. 16, to complete plans for the Seventh Annual Sales Conference to be held 
in Chicago, March 23-25, and for the three-day Training Institute which wiil precede the conference. 
Standing (I. to r.) are Willard E. Brown, Judd & Detweiler, Inc., Washington, D.C.; Carleton 
Cummings, Herbick and Held Printing Co., Pittsburgh; Fred Bowman, Bowman Printing Co., Okla- 
homa City, Okla.; Bernard J. Taymans, PIA; Allan S. Lassner, Comet Press, Inc., New York City. 


Seated (I. to r.) are Paul Sampson, Sampson and Johnston, Inc., Detroit; Muriel Millsap, committee 


secretary; F, C. R. Rauchenstein, Cavanagh Printing Co., St. Louis, committee chairman; H. B. Pressman, 
Pearl-Pressman-Liberty Printing and Litho Co. of Philadelphia, and Arthur L. Johnson of PIA 


PIA Signs With New York Firm 
For Sales Development Program 


Printing Industry of America’s sales 
management committee has signed a con- 
tract with TradeWays, Inc. of New York 
City to prepare a new sales development 
program. The materials will be based 
upon a survey of customer buying pat- 
terns. New techniques in sales develop- 
ment and marketing methods will be in- 
terpreted to suggest the most effective 
ways of selling and marketing printed 
products. 

The new program is designed for a 
printing sales person who has some ex- 
perience in the graphic arts, but is interest- 
ed in improving his sales ability. Its au- 
thors recognize that printing salesmen are 
service salesmen who need to develop 
their capacity to individualize, analyze, 
plan, and create printing which will help 
their customers do a superior job of ac- 
complishing the particular problem at 
hand. 

They also recognize that salesmen need 
to improve their practical knowledge of 
graphic arts processes, to be able to fit 
their product into the needs and desires 
of the customer, to develop their own per- 
sonalities, and to win lasting respect. 
The plan was designed to develop more 
efficient use of the salesman’s time and 
improve his creativity. 

The general outline has been approved 
by the sales management committee of 


PIA, and TradeWays is proceeding with 
the program. This is the same firm that 
wrote the present PIA course in “Selling 
Printing,” published in 1948. 


PIA Arranges Executive 
School Program With IBM 


Printing Industry of America’s finan- 
cial management committee has completed 
arrangements with International Busi- 
ness Machines Corp. to conduct an execu- 
tive school specifically for the printing 
industry. The course is designed for exec- 
utives of the printing industry who use 
IBM equipment in their plants. 

Topics to be covered in the course will 
include fundamentals of IBM data proc- 
essing for Unit Record and RAMAC-305 
systems, and applications in job costing, 
payroll, job estimating, production sched- 
uling, and stores inventory. Demonstra- 
tions of RAMAC-305 and Unit Records 
systems will be presented. Classes will be 
held at the new Education Building in 
Endicott, N.Y., and PIA members will 
live at the IBM Homestead. 

Full information and reservations may 
be obtained from Printing Industry of 
America Management Services, 5728 
Connecticut Ave., N.W., Washington 15, 
DG 
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ou’re in Business for Profit 


How Do You Pay Salesmen? 
Do You Know All Your Costs? 


Pitifully low profits of printing and lithographing industry indicate owners do 


not know ALL their costs; selling costs and methods of paying salesmen still puzzle many 


By Otis E. Wells 


President, Western Lithograph Co., Wichita, 
Kan. Based on talk given at annual convention 
of National Association of Photo-Lithographers 


Probably more words have been written 
and spoken about the need to know your 
costs—your own costs—and to add a 
mark-up to those costs that will enable you 
to earn a satisfactory profit than most any 
subject pertinent to the printing and litho- 
graphing industry. 

We all seem to have heads of stone, be- 
cause the pitifully low profits of our in- 
dustry clearly indicate we are not heeding 
the words of wisdom that are told over 
and over again about costs and profits. 

But we can’t give up. We must hope 
and pray that, as the old saying goes, 
“Little drops of water wear away great 
stones” and that by continuing to preach 
the gospel of costs and profits, we will get 
through our stone heads how important 
profits are to the success of our business. 

In this fight in which we are constantly 
engaged with competition—folks not 
knowing their costs, and worst of all, not 
realizing the only real reason they are in 
business is to make a profit—we won't 
find prayer the answer, I’m sure. 


® The answer, in my opinion, lies wholly 
and completely with the president, the 
top man in any lithographing company. 
Whether it’s a two-man shop or a 200- 
man plant, there is one person who is the 
top boss. He, and he alone, is responsible 
for a sound cost and pricing policy that 
will enable the company to make a legiti- 
mate profit. 

Don’t blame your estimators. Don’t 
blame your salesmen who moan, groan, 
and cry for a lower price. Don’t blame 
your competition who don’t know their 
costs, much less how to make a profit. 
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You, the top boss—you are the person 
responsible. It is your job—your primary 
function as top boss—to see to it that you 
have a sound, adequate cost system, that 
you know your OWN costs, and that you 
place a mark-up on those costs that will 
make you a legitimate profit. 

It has to be a cost and pricing policy 
that is used day in and day out. You can’t 
do one thing today and something else to- 
morrow. You can’t be swayed into chang- 





ing your policy because that dumb so-and- 
so down the street is on a particular deal. 
You can’t let competition name your sell- 
ing price. If you do, you are in serious 
profit trouble. You have a product and 
service to sell—not to give away. 

If you can’t efficiently produce at a 
reasonable cost and sell at a profit, then 
you have failed to achieve the basic reason 
you are in business—TO MAKE A 
PROFIT. If you can’t make a fair profit, 
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then the sooner you go broke or get out 
of the business, the better off you and 
the industry will be. 

A sound profit policy comes from two 
distinct things—accurate costs and ade- 
quate mark-up on cost. 

Before I discuss one suggestion I want 
to give you on a formula to use for mark- 
up on cost, let's think for a moment about 
some simple arithmetic, something we all 
know but too many times forget when we 
supply profit mark-up to cost. 

There is a big difference in the profit 
percentage on sales and the percentage or 
mark-up on cost. Since most of us figure 
and consider our profits as a certain per- 
centage of sales, we must make sure the 
mark-up we apply to cost will give us the 
profit percentage on sales that we desire. 

If you mark up your costs 100%, you 
will make only 50% on your sales figure. 

Let's take a look at the figures— 

6624 on cost will make only 4097 

on sales 

3314 % on cost will make only 25% 

on sales 

25% on cost will make only 20% 

on sales 

17.65% on cost will make only 

15% on sales 
11.11% on cost will make only 
10% on sales 

10% on cost will make only 9% 

on sales 

It’s simple arithmetic, but there is a big 
difference in the percentage results on 
sales. Note that a 25% mark-up on cost 
gives you only a 20% profit on the sale 
price. That’s a 20% difference. So don’t 
forget, when you are applying mark-up to 
cost, you must consider the final result in 
the percentage it will give you on sales. 


> Here’s a suggestion you may want to 
consider as a mark-up pricing policy to 


help you make a desirable profit: +. 

Your Profit 

Mark-up on Pay After Sales 

Total Cost* Sales Commission Commission 
25% 10% .. 10% 
20% 8% 8.6% 
15% 5% 8% 
10% 2Y% 6.6% 
5% 2% 2.7% 


*Total cost or all-inclusive cost, but do not in- 
clude in your all-inclusive costs the actual sales 
commission paid to salesmen. 

Sales commission paid to salesmen is a 
variable item. It should vary in some rela- 
tion to the profit the company makes on 
the order. If the company prices to take a 
lower rate of profit on an order, then the 
salesman’s commission must also be at a 
lower rate. 

You will note in this mark-up formula 
that as the c#fipany profit is reduced by 
lower mark-up, the sales commission is 
reduced to a greater extent than the com- 
pany profit. That’s the way this mark-up 


policy was planned—it provides a mone- 


(Turn to page 131) 





Advertise--Do It Right; 





Make Every Dollar Count 


Sixth of a series on selling printing ; 
By Ovid Riso 


There are many opinions as to the best 
way of measuring advertising effective- 
ness, but there is only one real test, and 
that is results. The best-looking ad in the 
world, with superb copy and layout, placed 
in a widely-read publication, even if free 
of charge, is not worth its production cost 
if it does not produce either sales or good 
will. 

Every printer, whether in a city, small 
community, or neighborhood area, is fair 
prey for the well-meaning citizen solicit- 
ing “ads” for his club paper, association 
magazine, or some other type of souvenir 
journal designed only to produce revenue 
for the particular group sponsoring it. 

Clubs run dances, for instance, and issue 
“souvenir journals” for extra revenue. 
Look through some of these books and you 
will see ads which simply say, “Compli- 
ments of John Brown,” or even, “Compli- 
ments of a friend.” - 

If you were to advertise in one of these 
publications (unless, perhaps, you print 
it), you might just as well say “Compli- 
ments of a friend” for all the business it 









right contribution to the cause and deduct 
the amount from his income tax. Further, 
the amount of the contribution may be 
varied and does not necessarily have to 
equal the advertising rates. 

Regardless of how it is done, the main 
principle is that you have a definite policy 
on the subject, and that it be firmly ap- 
plied. Any printer who is subject to fre- 
quent requests for “friendship” ads, and 
is generous, or lax, might eventually find 
his real advertising program affected. 

It is highly desirable that we all par- 
ticipate in local activities and maintain 
friendships—#f we can afford it. For the 
printer with high overhead costs and lim- 
ited budgets for advertising and sales pro- 
motion, it is essential that he look at all 
“advertising” requests from a strictly prac- 
tical point of view. 

Let’s pass, now, to a more positive phase 
of this discussion of advertising. At the 
introduction of this series, the editor 
quoted my statement that printers without 
a merchandising program remind me of 
the old saying about shoemakers’ children 
who have no shoes. 

In any business, advertising and the use 
of sales promotion material is a “must.” 
It is one of the essential costs of doing 
business, such as rent, light, and heat. 

Your salesmen advertise your company. 
Advertising extends this personal com- 
munication, multiplies it, and expands the 
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Offset Press Cylinders Need 
Constant Care and Attention 


Press cylinders are the heart of the press but they often get less attention than any other part of 


press. Here are suggestions your pressmen need to maintain plate, blanket, impression cylinders 


By Charles W. Latham 
Offset Editor, PRINTER and LITHOGRAPHER 


Press cylinders are the heart of the 
press; in fact, they are the press, and yet 
they often get less attention than any other 
part of the press. Presses have been built 
and operated without deliveries or feeders. 
Even automatic inkers and dampeners are 
not indispensable. But no offset press has 
ever been built without something to carry 
the plate, the blanket, and the paper. 

In the modern press, cylinders are used 
for each of these three functions, and each 
is named for its function. There is the 
plate cylinder, the blanket cylinder, and 
the paper cylinder, which is more com- 
monly known to most pressmen as the im- 
pression cylinder. 

There is also the skeleton or spider 
wheel cylinder which receives the sheets 
from the last impression cylinder. This is 
a part of the delivery system. On multi- 
color presses there are also transfer cylin- 
ders. These carry the sheets from one 
printing unit to the next. On some presses 
there are one or more cylinders ahead of 
the first unit that form a part of the feed- 
ing mechanism. At present we are con- 
cerned only with the three primary cylin- 
ders of the press. 


& The top cylinder is usually the one that 
holds the plate. In this position, the plate 
and the inking and dampening systems 
are most accessible. Arrangements vary in 
the case of small two-color and perfecting 
presses, but the functions do not. 

The plate cylinder consists of a body, 
end bearings, a gear, and usually bearers. 
It is fitted with plate clamping devices 
and with some means of pulling the plate 
tight. On some presses (too few, however) 
the plate is first mounted on a bar, and the 
bar is then fitted into the cylinder. 

Because the position of the plate deter- 
mines the position of the image on the 
sheet, there must be a simple means of 
shifting the plate or the cylinder into posi- 
tion. The common method of making a 
side shift is to shift the whole cylinder 
by adjusting the thrust bearings. 
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When this adjustment is faulty, or the 
thrust bearings become sloppy through 
wear, dirt, or other causes, doubles will 
appear in the halftones. This is particular- 
ly true om presses with helical gears. Dur- 
ing the stopping and starting of the press 
and even during the running, the cylinder 
may shift position a half a dot. Thus, a 
false impression appears on the blanket, 
and a tone becomes too strong. 

A double is distinctively different from 
a slur. It looks more like a sharply defined 
shadow than it does a slur. It may appear 
at one side of the dot, or it may appear at 
a 45° angle. 

Doubles that appear ahead of or behind 
the main dot are often caused by too much 
play in the cylinder gears. Most plate cyl- 
inder gears are split, and the thinner por- 
tion is called an antibacklash gear. It may 
be adjusted to eliminate excess play and 
reduce the tendency of doubling. 




















The top cylinder is usually 
the one that holds the plate. 
In this position, inking and 
dampening systems are most 
accessible. The b!anket cy!- 
inder carries image from 
the plate to the paper but 
if not properly adjusted may 


cause doubles and_ slurs 
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& To set this gear, first, make sure the 
bearers are properly set. Then, with pres- 
sure off, loosen the cap screws holding the 
gear. Now, pry the gear forward or in the 
direction the cylinder turns. Next, tighten 
the cap screws until they fit just snugly. 
Apply blanket cylinder pressure without 
turning the press. When pressure has been 
established, tighten the cap screws. 

As the blanket cylinder gear drives the 
plate cylinder gear, it is important that the 
driving be done through the wide part of 
the split gear. That is why the “lash” gear 
is moved forward and not back. When the 
two gears are firmly bolted together, they 
form one gear. 

As one gear, they may be moved in re- 
lation to the cylinder body. So the plate 
cylinder may be moved sideways for side 
register and fore or aft for front register. 


Plate Clamps 
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On multicolor presses, the first color cyl- 
inder is not moved sideways because it is 
easier to shift the side guide. 


& The blanket cylinder is very much like 
the plate cylinder in that it consists of a 
body, a gear, bearers, and end bearings. 
The gear is not split and is seldom moved 
in relation to the body. The thrust bear- 
ings are not easily adjustable because they 
need only to be tightened up occasionally 
to prevent doubles. The clamping and 
tightening devices for the blanket are 
quite different than those for plates. 

The setting of the cylinder body in rela- 
tion to its gear is generally done at the 
factory or by the erector and is seldom 
changed during the life of the press. But 
there is a means of changing it. The set- 
ting is made so that the leading edge of 
the blanket just misses the tips of the im- 
pression cylinder grippers. If the adjust- 
ment is too close, the blanket or the grip- 
pers will be damaged; if too far back, too 
much gripper margin will be required on 
the sheet. 

Keep the cylinder body clean and free 
of dents and depressed areas. If the surface 
is not true, overpressure or blanket patch- 
ing will be necessary to make the press 
print. Overpressure wears the plates, and 
patching is time consuming. 


& The impression cylinder has grippers 
to take the sheet and carry it through the 
printing cycle. Some two-color presses 
have one common impression cylinder, in 
which case the paper is brought in contact 
with two blankets at each revolution. 

The grippers on this cylinder receive 
the sheet in one of three ways: 

1. By the tumbler gripper method in 
which the sheet is standing still when the 
grippers are tripped to grasp the gripper- 
edge as they go by. 


Bearings 


2. By the swing-type insertion device, 
which swings the sheet into the grippers 
at synchronous speed. 

3. By the feed roll method. This method 
employs friction wheels which drive the 
sheet into the open grippers at higher than 
synchronous speed. The edge of the sheet 
is jammed against stops on the cylinder. 
Then, the grippers close, and the wheels 
let go. 

This cylinder also must be kept clean 
and true. This is the most frequently dam- 
aged cylinder on the press. Depressed areas 
must be repaired immediately if quality 
printing is to be expected. 


B® Cylinder bodies are said to be under- 
cut, and the amount is stamped on the cy]- 
inder. Undercut means that the surface of 
the body is lower than the surface of the 
bearers. On the plate cylinder the under- 
cut accommodates the plate and packing. 
On the blanket cylinder the undercut ac- 
commodates the blanket and packing. If 
the stamping cannot be found or if the 
bearers have worn down appreciably, use 
the packing gauge to determine the exact 
undercut. 

The cylinder gap is the part that is cut 
out of the body. The plate clamps, blanket 
reels, and impression cylinder grippers are 
placed in the gaps. But this is not the 
primary reason for gaps. They are put 
there for timing purposes. No one has 
devised a sheet-feeding mechanism that 
could feed sheets in an unbroken stream. 
Each sheet must have side-guiding time. 
During this interval, the cylinders con- 
tinue to rotate, so a part of their surface 
cannot be used for printing. This is the 
part that is occupied by the gap, and it 
will vary in size with the speed of the 
sheet guiding system. Only presses which 
are fed from rolls are entirely free of this 
gap in the cylinders. : 
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Cylinder bodies are undercut and the amount is 





stamped on the cylinder. The cylinder gap is the 
part that is cut out of the body. Bearers have a 
distinct function: when bearers are not touching, 
the gears act as brakes to keep the two cylinders 


going at same speed; bearers also act as brakes 


® Bearers have a distinct function on 
American presses. There is always a cer- 
tain amount of fight between the blanket 
and the plate. One tends to drive the other. 
When the bearers are not touching, the 
gears act as brakes to keep the two cylin- 
ders traveling at the same speed. 

As gear teeth wear, there. is the possi- 
bility of a chatter being set up that could 
cause gear streaks. When properly set, 
bearers act as brakes; the action is smooth. 
They also keep the gears running at exact 
pitch diameters, making it impossible to 
crowd the teeth. Bearers also assure perfect 
alignment between cylinders. 

Various types of bearings are used on 
cylinders. Some are ball bearings, some 
are roller bearings, and some are simple 
journal-type bearings. For quality print- 
ing, these bearings must be kept clean and 
well lubricated. Because they are so prom- 
inent, they are generally well taken care 
of and give little trouble. But all bearings 
wear in time. 

When the plate cylinder bearings wear, 
this cylinder is apt to be bumped up and 
down every time the blanket’s leading 
edge contacts the plate. And in turn, the 
blanket cylinder is bumped every time the 
front edge of the impression cylinder hits 
it. But by keeping the bearers properly set, 
the play on the bearings is taken up when 
the pressure goes on, so no jar occurs to 
cause streaks. 

The usual method of setting bearers is 
to ink the plate bearers and turn the press 
under pressure. If ink transfers to the 
other bearers, it is assumed that the bear- 
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ers are correctly set. But they are not. Only 
the weight of the top cylinder, floating in 
its worn bearings makes the ink transfer. 
To take up the slack in the bearings and 
get the real good that bearers can do, a 
sheet of 0.004-inch stock must be run 
between plate and blanket at the time of 
ink transfer. 


& All cylinder bodies should be kept 
scrupulously clean and free of rust, gum, 
or ink. They should be scraped clean at 
the edges and cleaned with washup fluid 
and pumice. If rust has formed, they 
should be lightly sanded with very fine 
sandpaper. When clean, they may be oiled 
with a light oil and wiped dry. 

Bearers should be treated in the same 
manner. Allowing ink, gum, or sulphur to 
remain on bearers will pockmark them 
and result in poor efficiency. Bearers must 
be clean before pressure is applied and 
must not be oiled. They work best when 
perfectly dry. 

For trouble-free makereadies, all plate 
clamps must be kept in perfect working 
order. This means they must be clean, 
lubricated, and free of undue wear. They 
must be dismantled occasionally, cleaned, 
and examined. Particular attention should 
be paid to whatever provision has been 
made to move the back clamps sideways. 
It is almost impossible to swing a cocked 
plate into position without damage if the 
side movement is frozen. 

Single motion or cam-operated clamps 
must be well balanced and evenly adjusted 
for bite. Screws, nuts, and wrenches must 
be renewed when worn. Clamp trouble 
means a difficult makeready. 

On the blanket cylinder, the attaching 
devices require particular attention. The 
tightening reels must have clean and well- 
oiled ratchets and pawls. Burrs should be 
filed off. 

The impression cylinder gripper mech- 
anisms require frequent attention. Clean- 
ing, oiling, and setting this system will 
save a lot of trouble later on. See that the 
shaft bearings and the cam followers are 
free and properly lubricated. Check the 
setting, timing, and dwell of the grippers 
at the transfer point. 


& Whenever a new blanket is installed, 
the blanket and the cylinders should be 
tested for low spots. Simply to ink up the 
plate and blanket solid and run a few 
sheets under normal pressure is not 
enough. It should be done under almost 
zero pressure. Pack the blanket to just 
bearer height. Then pack the plate to not 
more than 0.001-inch over its bearers. Use 
the packing gauge to check the setting. 
Then, ink up the plate solid and print to 
the blanket. A low spot in the cylinder or 
in the blanket will show up blank. If there 
is any doubt as to which is at fault, re- 
verse the blanket and try again. 

Next, back away on the impression 
pressure and run sheets. Bring the pres- 
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sure up gradually until the sheets just 
print; then, look for blank areas. When a 
low spot has been located in a cylinder, 
clean the area thoroughly with a strong 
detergent and pumice. Then, wash thor- 
oughly, first with water and then with 
gasoline. 

Test the depth of the depression with 
the packing gauge. Fill up the depression 
with patches of tissues and shellac or auto 





body repair liquid. Or, try one. of the 
putties that are used to fill up dents in 
auto bodies. Level the patch with a sheet 
of sandpaper wrapped around a true stick 
of wood or a carpenter’s level. Stroke the 
patch sideways only. Recheck the accu- 
racy of the patch with the packing gauge. 

Considering that the cylinders are the 
heart of the offset press, they should be 
given the attention and care they deserve. 





QUESTIONS AND ANSWERS 


Charles W. Latham will answer questions on offset lithography. Enclose self-addressed envelope and 
direct your inquiry to The Inland and American PRINTER and LITHOGRAPHER, 79 W. Monroe, Chicago 


Why Streaks and Slurs 
Occur on Some Presses 


Q.—Why do presensitized plates make 
my press streak and slur? Other presses in 
our plant do not have this trouble. What 
is the matter with my press? 


A.—Some presses, due to age or design, 
have a greater tendency to streak and slur 
than others, but the trouble shows up only 
on grainless plates or high gloss papers. 
It seems to be a matter of traction or lack 
of it. When there is a tendency to streak, 
it is often smothered or covered up by the 
roughness of offset paper or the grain of 
the plate. The traction that is present in 
two rolling rough surfaces prevents the 
slippage that causes streaks. 

Streaks and slurs are closely related in 
that they are both caused by slippage. Roll- 
er streaks are caused by a slippage between 
the surfaces of rollers and plates. Some jar 
that occurs in the operation of the press or 
the chatter of worn roller gears can cause 
these streaks to appear at the same point 
in each revolution. They are most notice- 
able when the rollers are glazed and run 
on a grainless plate. If the rollers are set 
too heavily to the plate or the vibrators, 
the condition is intensified. 

To cure this condition, it is necessary to 
remove all glaze from the rollers either 
chemically or by having them reground. 
They must be brought back to a like-new 
condition. If the glaze has progressed too 
far, new rollers must be installed. Then 
the rollers must be set as lightly to the 
plate as possible. A print from the inked 
roller to the plate should taper down to a 
zs-inch line at the ends of the roller. If 
this line is broken and ragged, it probably 
means that the roller is rough and pitted. 
It should be reground or recovered. The 
contact between the roller and the vibrator 


may be just a little heavier. To check this 
setting, ink up the press normally and 
stop it for 10 seconds. Now hit the inch 
button and look at the rupture in the ink 
film on the vibrator. Rollers one and four 
may have to be removed to check rollers 
two and three. 

Streaks and slurs may also occur be- 
tween the blanket and the plate. If the 
blanket is glazed and the plate is grainless, 
any jar or gear chatter may cause streaks. 
To much contact pressure or too high a 
blanket in relation to the plate may cause 
streaks. 

Blankets should be scrubbed with blan- 
ket wash and pumice once or twice a day 
to prevent glaze from forming. The con- 
tact between blanket and piate should 
never be over 0.004-inch, and it should 
be below 0.003-inch whenever possible. 
After packing the press as accurately as 
possible, recheck the pressure by first run- 
ning the press a few revolutions under 
pressure, then test with a packing gauge. 

When the blanket is packed higher 
than the plate in relation to bearers, there 
is a tendency toward slippage and slur and 
streaks. This tendency is less when the 
plate is higher than the blanket. This slip- 
page will occur between plate and blanket 
and also between blanket and paper. 

The same conditions that cause slur and 
streaks in one place will cause them in 
another. Impression streaks are caused by 
a glazed blanket, too high a blanket, too 
much impression pressure and a high gloss 
paper. To cure this condition, use a clean 
blanket that is packed on the low side and 
reduce pressure to an absolute minimum. 
If streaks persist, have the gears checked, 
the bearers reset and the press in general 
brought back to good operating condition. 

A press and the method of setting it up 
for optimum printing may be tested by 
giving it the most difficult type of job that 

(Turn to page 96) 
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ALABAMA 
Birmingham The Whitaker Paper Company 
Mobile The Partin Paper Company 
Montgomery W. H. Atkinson. . Fine Papers 
ARIZONA 
Phoenix Blake, Moffitt & Towne 
Butler Paper Company 
Tucson Blake, Moffitt & Towne 
ARKANSAS 
Little Rock Roach Paper Company 
CALIFORNIA 
Fresno , Blake, Moffitt & Towne 


Blake, Moffitt & Towne’ 
Carpenter Paper Company; 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne’ 
Carpenter Paper Company? 


Los Angeles 


Oakland 
Sacramento 
San Francisco 


San Jose Blake, Moffitt & Towne 
Stockton Blake, Moffitt & Towne 
COLORADO 
Denver .Carpenter Paper Company* 
Graham Paper Company 
CONNECTICUT 
Hartford John Carter & Co., Inc. 
New Haven John Carter & Co., Inc. 
DELAWARE 
Wilmington Whiting-Patterson Co., Inc. 
DISTRICT OF COLUMBIA 
Washington The Whitaker Paper Company 
FLORIDA 
Jacksonville The Jacksonville Paper Co.' 
Miami The Everglade Paper Company 
Orlando The Central Paper Company 
Tallahassee The Capital Paper Company 
Tampa The Tampa Paper Company 
GEORGIA 
Atlanta The Whitaker Paper Company } 
Macon The Macon Paper Company 
Savannah The Atlantic Paper Company 
IDAHO 
Boise Blake, Moffitt & Towne 
ILLINOIS 


Chicago. .Bradner, Smith & Company® ** 
Dwight Brothers Paper Company j ** 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Company * 

Decatur Decatur Paper House, Inc. 

Peoria Peoria Paper House, Inc. 


MAINE 
Augusta .., John Carter & Company, Inc. 
MARYLAND 
Baltimore... . . . Garrett-Buchanan Company 
The Whitaker Paper Company 
MASSACHUSETTS 
DOI. 6 sisscced John Carter & Company, Inc. 
The K. E. Tozier Company* 
Springfield John Carter & Company, inc. 
Worcester . John Carter & Company, Inc. 
MICHIGAN 
Detroit The Whitaker Paper Company 


Grand Rapids Central Michigan Paper Co. 


THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE 














OF PAPER 
OHIO 
Akron..........The Milleraft Paper Company 
Cincinnati... The Cincinnati Cordage & Paper 
Company 
The Queen City Paper Company * 
The Whitaker Paper Company 
Cleveland ...The Millcraft Paper Company 
Columbus....... . Sterling Paper Company 
Dayton The Cincinnati Cordage & Paper Co. 
Mansfield. . . Sterling Paper Company 
Toledo . The Millcraft Paper Company 
OKLAHOMA 
Oklahoma City Corpenter Paper Company 
Tulsa : Beene Paper Company 
Tayloe Paper Company 
OREGON 
Portland. ...... Blake, Moffitt & Towne} 
Carter, Rice & Co. of Oregon; 
PENNSYLVANIA 
Allent : K er Paper Company 
(Division of Garrett-Buchanan Company) 
Lancaster......... Garrett-Buchanan Company 


Philadelphia. Garrett-Buchanan Company 
Matthias Paper Corporation* 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 




















Quincy Irwin Paper Company 
Rock Island C. J. Duffey Paper Company 
INDIANA 
Fort Wayne The Millcraft Paper Company 
Indianapol Indi Paper Company, Inc. 
1OWA 
Des Moines Carpenter Paper Company 

Pratt Paper Company 
Sioux City Carpenter Paper Company 
KANSAS 
Topeka Carpenter Paper Company 
Wichita South t Paper Company 
KENTUCKY 
Lovisville...The Rowland Paper Company, Inc. 


LOUISIANA 
The D & W Paper Co., Inc. 


New Orleans 


THE CHAMPION 


MINNESOTA 
Minneapolis C. J. Duffey Paper Company 
Inter-City Paper Company 
St. Paul C. J. Duffey Paper Company 
Inter-City Paper Company 
MISSISSIPPI 
Jackson Jackson Paper Company 
Meridian Newell Paper Company 
MISSOURI 
Kansas City Carpenter Paper Company 
Mid n Paper Company ** 
Wertgame Paper Company 
St. Louis Acme Paper Company 
Shaugh y-Kniep-Hi 
Paper Company 
MONTANA 
Billings Carpenter Paper Company 
Great Falls Carpenter Paper Company 
Missoula Carpenter Paper Company 
NEBRASKA 
Lincoln Carpenter Paper Company 
Omaha.......... Carpenter Paper Company? 
NEW HAMPSHIRE 
Concord John Carter & Company, Inc. 
NEW JERSEY 
Newark Central Paper Company 
Trenton Central Paper Company 
NEW MEXICO 
Albuquerque Carpenter Paper Company 
NEW YORK 
Albany Hudson Valley Paper Co. 
Binghamton. . . Stephens & Company, Inc. 
Buffalo Hubbs & Howe Company 
J The Millcraft Paper Company 
New York City... Aldine Paper Company ** 
Forest Paper Co., Inc. 
Holyoke Ceated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation** 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
raed Dunton (Far East) 
a oe Bulkley Dunton S. A.} 
piles eek {aampiee Paper Corp., S. A./ 
Champion Paper Export Corp. j 
Rochester.... Genesee Valley Paper Company 
NORTH CAROLINA 
Asheville. ...... Henley Paper Company 
Charlotte...... The Charlotte Paper Company 
Raleigh . Epes-Fitzgerald Paper Company 


General Office: Hamilton, Ohio 


Pittsburgh The Whitaker Paper Company 
Reading .. Garrett-Buch Company 
RHODE ISLAND 
Providence John Carter & Company, Inc. 
SOUTH CAROLINA 
Columbia... ..Epes-Fitzgerald Paper Company 
SOUTH DAKOTA 
Sioux Falls Sioux Falls Paper Company 
TENNESSEE 
Ch 9 Bond-Sanders Paper Company 
Knoxville The Cincinnati Cordage & 

Paper Company 
Memphis Tayloe Paper Company 
Nashville Bond-Sanders Paper Company 
TEXAS 
Amarillo Kerr Paper Company 
Austin Carpenter Paper Company 
Dallas Carpenter Paper Company 
El Paso Carpenter Paper Company 
Ft. Worth Carpenter Paper Company 
Harlingen Carpenter Paper Company 
Houston Carpenter Paper Company 
Southwestern Paper Co. 
Lubbock Carpenter Paper Company 
San Antonio Carpenter Paper Company 
UTAH 
Ogden Carpenter Paper Company 
Salt Lake City American Paper & Supply 
Company 
Carpenter Paper Company 
VIRGINIA 
Norfolk Epes-Fitzgerald Paper Company 
Richmond Epes-Fitzgerald Paper Company 
WASHINGTON 
Seattle . Blake, Moffitt & Towne+ 
Carpenter Paper Company } 
Spokane Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Tacoma ; Blake, Moffitt & Towne 
Yakima Carpenter Paper Company 
WEST VIRGINIA 
Huntington The Cincinnati Cordage & 
Paper Company 
WISCONSIN 
Milwaukee. .Dwight Brothers Paper Company 
CANADA 
MNES 6 sasesoane .. Blake Paper Limited} 


*BOX WRAP GRADES ONLY 
+PRINTING PAPERS AND BOX WRAP GRADES 
**PAPETERIE GRADES 


PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 
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By Burton Lasky 


How to Differentiate and 
Control PE’s and AA’s 


A reader has sent in a request for in- 
formation on methods of controlling and 
differentiating author's alterations. This is 
a question that plagues many printers and 
printing buyers. The problem of differen- 
tiating AA’s is not difficult to solve, but 
controlling them is another matter. I shall 
discuss several workable solutions to the 
first problem and some possible ap- 
proaches to the second. 

First of all, one must be clear about the 
difference between printer’s errors and 
author’s alterations. If the typesetter has 
reproduced the manuscript exactly, any 
change on proof must be considered an 
AA, whether made by the printer’s proof- 
reader, the author, or anyone else. Strictly 
speaking, this should apply not only to 
substantive changes but also to simple 
misspellings that originate with the man- 
uscript. Some printers absorb the cost of 
correcting this type of error, but the ques- 
tion must be decided on an individual 
basis. 

The independent or contract printer 
should instruct his proofreaders to query 
all corrections which deviate from manu- 
script, including obvious errors if they are 
to be considered AA’s. The author or 
printing buyer should then be asked to 
cross out only the question mark on cor- 
rections he wishes to accept and to cross 
out the entire query on those he rejects. 
The estimator can determine which cor- 
rections should be charged to customer. 

Distinguishing between PE’s and AA’s 
on author’s proofs may be considerably 
more complex. If the proof is read against 
copy, it is usually possible to obtain the 
author’s cooperation. Most of his correc- 
tions are likely to be AA’s, so he should 
be asked to identify only the printer's 
errors. This can be done by using a dif- 
ferent-colored pencil or, more simply, by 
writing the letters PE next to the correc- 
tion and circling them. The desired meth- 
od can be described and illustrated in an 
instruction sheet attached to each set of 
author’s proofs. The instruction sheet 
should point out why it is to the author’s 
or publisher’s advantage to help identify 
printer’s errors. 

If, as is often the case, the author’s 
proofs are not read against copy, the print- 


er must make the breakdown when the 
proofs are returned. This job can be facil- 
itated if the printer establishes a simple 
routine for the first reading in the plant: 
namely, writing the corresponding galley 
number at the top of each page of copy. 
This, of course, is in addition to the nor- 
mal mark-off. With this system, proof 
corrections can be readily checked against 
copy. 

Determining the time required for cor- 
rections is the last step in keeping an ac- 
curate record of AA’s. The particular ap- 
proach must be determined on the basis of 
each plant’s method of cost estimating. In 
any event, typesetters working on correc- 
tions must be instructed to bracket or 
otherwise mark all reset lines, and par- 
ticularly those which are reset because of 
a correction carried over from a preceding 
line. 

The estimator then can work with sets 
of proof on which AA’s and PE’s are clear- 
ly distinguished, and on which the number 
of reset lines can easily be counted. The 
estimator should be careful not to count 
as an AA a line containing both a printer’s 
error and an author’s additional correc- 
tion, unless the AA required the resetting 
of succeeding lines. 
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“Wonderful—We certainly appreciate your rushing ‘em out 
for us, but now we'd like a few minor changes—” 
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Other systems similar to this can be de- 
vised, depending upon a printer’s individ- 
ual procedure. A customer who complains 
about what he considers the high cost of 
AA’s can then be shown just how the 
charges were determined. 

There is no simple answer to the prob- 
lem of controlling AA’s, but keeping ac- 
curate records is a first step. A customer 
who understands why he has to pay a high 
bill for AA’s is usually ready to listen to 
suggestions about reducing the cost. 

One of the best ways of avoiding high 
alteration costs is to prepare the manu- 
script properly at the very beginning. In 
the preceding three articles, I discussed 
some aspects of editorial procedure. As | 
pointed out, copy editing is usually the 
publisher’s responsibility, but when he 
doesn’t have the personnel to handle the 
job properly he may be willing to let the 
printer do it for him. 

Many printing plants offer a copy edit- 
ing service, and I think it would be advan- 
tageous for many more to do so. A pub- 
lisher or printing buyer who habitually 
makes many proof corrections which 
should have been taken care of in manu- 
script can often be convinced that it is 

(Turn to page 143) 
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HICAGO CLUB OF PRINTING HOUSE CRAFTSMEN 





Cover from bulletin of Chicago Club of Printing House Craftsmen 
seems to refute idea that ‘there is nothing new under the sun.” 
Lest they are invisible to some, names of prominent members in 


lines form trunk and limbs of Christmas tree; emblems are baubles 


a this swizzle 


stick and stir up a drink 


close your eyes and 


imagine you hear soft music 


playing against an ocean 
background of rolling breakers 
crashing softly on to the 
white sand beach 

all this and more await you at the 
glamorous Empress Hotel in Miami 
as the Beachcomber guest of 


Yours truly 





Striking power of reverse color and of accenting vertical in lay- 
out make silk screen printed card by E. John Schmitz & Sons, Bal- 


timore, outstanding in any mail. Original color is intense yellow 
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SPECIMEN REVIEW 


Top Emphasis on Wrong Word? 

THE WEINLEIN TYPESETTING Co., Colum- 
bus, Ohio—The specimens you submit are 
evidence that you do a good job. Most in- 
teresting from the standpoint of our desire 
for significant ideas to broadcast is your let- 
terhead set-up, which is repeated on the in- 
voice. The over-all effect is very good indeed 

rather stirring, in fact—in consequence of 
the noncentered layout; the motif provides 
eye-arresting qualities which are absent in 
centered arrangements. Our special angle of 
interest is the handling of your company 
name. The top line is “The Weinlein Type- 
setting,” which is in extra-bold sans serif 
caps. What we rather question—in principle 
rather than as a specific instance—is the han- 
dling of the word “Company.” It is hand- 
lettered in a medium weight cursive, with the 
capital “C” quite definitely over-size; it ap- 
pears in the red second color closely below 
the top display. The big “C” strikes through 
between the words “Weinlein” and “Type- 
setting,” with the swirl at the top above the 
words in question. Though the lettering of 
“Company” is of lighter tone than that of 
other words, the characters are bigger, and 
it is given further prominence through con- 
trast of color. Our question? Is that as it 
should be? Practically everybody, we feel 
sure, will agree that if one word of a name 
is emphasized above others, it should be 
“Weinlein”; in our view, too, there would be 
advantages since “Company” is relatively un- 
important. “Company” stands out most and 
would dominate even more were it not for 
the other spots of red; the line extending and 
widening from finial of big “C” to the right 
of the design and the round gray-tone Lino- 
type ornament directly at the right and in 
line vertically with the first part of the name 
set in a wide sans serif. In principle, if not 
too plainly so in this instance, the two lines 
would be read “The Weinlein Company 
Typesetting.” Order of reading can be highly 
important to sharp comprehension. 


“Picture’’ Suggestion in Layout 

THE CASLON PREss, Waynesboro, Pa.— 
We congratulate you on your 50th anniver- 
sary and your impressive four-page, letter- 
size folder of heavy, coated cover paper, 
telling the world about it. The front seems 
fashioned to suggest, subtly at least, a plaque 
or monument. Gold, properly, dominates. It 
is used for a simulated band of ribbon four 
inches long across the top, for “50” in four- 
inch highlighted figures, and a second band 
to simulate ribbon two picas in width. Both 
bands are fashioned near the ends for the 
customary “ribbon” effect; a short turned 
portion of second seems like a pedestal, as 
though holding the plaque. Black is used for 
the line “The Caslon Press” in 30-point 


By J L. FRAZIER 


extra-bold modern sans serif, which 
overprints the top “ribbon.” It is also 
used for the word “Years” that follows 
“50”, also in the 30-point sans serif, 
and for the line “Serving the Waynes- 
boro, Pennsylvania Area’, overprinting 
the long bottom band. “1909” in black 
strikes over a short fold on the left of 
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A NATIONAL RECOGNITION 
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Front of an eight-page, self-covered, 334x11-i 
booklet of weighty white paper heralds awards 
to and citations of E. John Schmitz & Sons, quab 
ity Baltimore printer. Die-cut to shape of pied 
of metal type, upper panel represents top turned: 
up. A single letter of the name “Schmitz” if 
two-inch extra-bold sans-serif caps appears i 
black against red on each of following page 


PRINTER and LITHOGRAPHER for March, 1960 










Ite 
be 
Re 















which 
is also 
follows 
s serif, 
V aynes- 
rinting 
n black 
left of 


he 
















items submitted for review must 


be sent flat, not rolled or folded 


Replies cannot be made by mail 


mc 
san 
the 
sec 
she 
des 
tw 
the 
mu 
195 
can 
of | 





strand,” and “1959” over that on 


> right end. The one thing about the 
ge we do not endorse is the excessive 


spacing of the line “Years.” If it 
not for so much white space 
id it, the word would scarcely 
together; such wide letterspacing 
tra-bold type creates an unpleas- 
sattered effect. As the line is short 
iat might be called the measure 
,ot squared up, it might as well 
yrter. On the other hand, if you 
ler the great size of the figures 
ating the design, the line might 
ve in even bigger type to really 
ts own and have more definite 
ition, although such association 
n as handled. The center spread 
i “We would like to say to you 
Thank You’” interests us even 
Reproduced in good size, the 
»s of work you did in 1909 and 
yup of 1959 productions on the 

and third pages, respectively, 
how far type, typography, and 
have gone in your 50 years. The 
‘ms in the early group, however 
0ked in 1909, would be called 
m pieces today, while those of 
ire as modern and functional as 
>. Pattern—all-around outiine— 
fourth page is not in keeping. 


rane uc Mm 





You might well have made the top 
group with name, slogan, and address 
bigger and wider, and “vital statistics” 
of your company between it and the 
bands bleeding off the sides near the 
bottom stronger, not only to improve 
balance and pattern, but to conform 
more nearly with the “weight” of the 
other pages. 


New Types Make a Difference 
ARROW PRINTING Co., Salina, Kan. 
—lIt is complimentary of your work 
that we do not recall having received 
samples from a “not-big” plant, un- 
doubtedly doing all its own composi- 
tion, with the variety of fine and up-to- 
date types represented in the package 
you submitted without reference to 
you, we insist that too few printers 
realize what a vast difference there 
may be between a job of ordinary lay- 
out set in a smart, well-designed, up- 
to-date type and one similarly designed 
but set in timeworn styles which must 
be familiar even to lay folk. You’ve 
sent sO many specimens that we are 
sure they were not specially selected. 
While several are distinguished as be- 
ing really outstanding, all represent 
good, functional display and typogra- 
phy; they are certainly not hard to look 
at and read. Number one item, in our 
opinion, is the letterhead for the Atchi- 
son Grain Terminal, featured by a line 
illustration of a sheaf of wheat spears 
near the upper-left corner of the sheet 
with type matter to the right and some- 
what lower. Main display lines are in 
condensed sans serif. We have long and 
often decried any but the least letter- 
spacing of condensed type. While you 
have gone the limit in the amount of 
space between letters, the fact that 
both lines in the style—all except for 
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December 31, 1958 


Here are three as striking and noteworthy printed designs as have 
ever been shown in this department. They demonstrate that the ability 
of Raymond F. DaBoll measures up to his renown as a calligrapher; 
his work in the second field is represented in display of a!l three 
items. Work reflects a rare combination of beauty and power, a twain 
which in the opinion of many addicted to extra bold types and gener- 
ally flamboyant effects can not meet. Color on bank statement (above) 
is changed for each report; on original! of four-page insert for ‘'27 De- 


signers” book (left, below) and cover of directory, it is a brilliant red 
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Type 


Here is front of another DaBoll four-page insert for codperative promotion 
bock in which work of 27 foremost designers is sampled for art directors. 
Inner spreads of all inserts are devoted to showing miniature reproductions of 
items done by members of the group. An opportunity to obtain a copy of book 


is worth seeking. Color on original of square 7%4-inch page is medium blue 


one in very small type at the right of 
the type of the big main line and cen- 
tered vertically on it—are uniformly 
spaced makes it acceptable. One line is 
not letterspaced widely in one instance | 
and the other not at all. The number 
of other letterheads are interestingly 
displayed, and some are quite distinc- 
tive. It would be strange if in so many 
pieces one would not find imperfec- 
tions. We note a tendency to space too 
widely between words; the most seri- 
ous example is in the main display of| 
the evangelist’s letterhead, “Have 
Bible, Will Travel.” The amount is that 
of an em-quad of the size of type, when 
the amount long determined best in 
lower-case is a five-to-em space. For a 
plain reason, since the letters are wider, 
four-to-em spaces should be about 
ideal in lines of caps. The wider the 
type, the wider the space should be be- 
tween letters; this is a rule well worth 
remembering. All-cap composition is a 











mistake with any considerable amount 
of copy. People read by recognizing 
word forms, not by spelling the words 
out. The last we knew, children in 
school are taught to read before they 
are taught how to spell. In caps, every 
word is, if not square, a rectangle, and 
all have the same general form. Final- 
ly, type has to be quite big and bold 
to stand being printed in yellow, the 
weakest, tone-wise, of all hues; it offers 
least contrast with white paper. Normal 
blue, strongest tone-wise of all hues, 
offers least contrast with black. 


Business Card Carries Map 
MERCURY PRINTING Co. of Tampa, 
Fla.—The business card you did for 
the De Lauzainghien Industries com- 
mands our interest for a reason which 
casual readers of this department might 
not suspect is one of its two prime ob- 
jectives: to pass along ideas, apart 
from printing and typography as such, 
so that readers may in turn pass them 
along to customers. Almost all of the 
right-hand half of the 312 x2-inch card 
is occupied by a simple square map of 
a very small section of your city on 
which names of streets are indicated. 
A small square marks the spot where 





1959-60 





Nonprofit organizations at or near Newark, Ark., where DaBoll lives and does much 
of his work, are most fortunate in having a good and public spirited neighbor with 
“big time” talent right at hand and willing to help. The original of his 72x5'%-inch 


program booklet cover (above) is in deep blue only on pale blue antique paper like cord 
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Officers and 
Executive Committee 
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Other Members 





rinting Industry of America 2”/ 


GRAVURE 


National Headquarters: 917 Fifteenth Street N.W., Washington 5, D.C. 
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AND ALLIED INDUSTRIES 





Only names of officials along left of letter sheet above, not shown, are type-set. The calligraphed display has strength through 
size of elements, class, and dignity because of DaBoll’s fine craftsmanship. Color on white-paper original is a bright blue 
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Charm of lettering by Raymond F. DaBoll is 
disclosed by the book plate for a musical couple 

















your plant is located. This is empha- 
sized by an “arrow” which leads the 
eye of the viewer from the name lines, 
which, with other usual business card 
copy, appear at the left of the map, 
Such a little area of the city is included 
on the map that only a glance is need- 
ed to make it plain where to stop at 
your door. If not continually used, the 
idea could be highly important follow- 
ing a move. A very little—all but un- 
noticeable—letterspacing will nearly 
always enhance the appearance of ull- 








Until viewing what Mr. DaBoll 
has done in the field, we had 
no idea of the number of firms 
or people using such devices 


cap composition, especially in a light- 
face type. A little bit more may be 
condoned if it helps achieve the de- 
sired length of line to square up a de- 
sign or to achieve some pleasing form 
or outline around a number of lines. 
There is a limit to the amount of letter- 
spacing, beyond which there is no jus- 
tification in the form the various lines 
take; we’re not afraid to say lower-case 
should never be letterspaced. The Ger- 
mans letterspace a single word in 
roman within text where we would em- 
ploy italics; there is no sloping varia 
tion of the Black Letter form, used in 
Germany where we use roman. As 4 
stunt, this might be done on occasions; 
while such single words in the romaf 
style so letterspaced may be more em 
phatic than in italic, experimenters will 
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find appearance is not good. Some lines on 
this card have more space between the letters 
than that occupied by a letter, and that’s too 
much, even with lines of lower-case. Bold- 
face type should not be so widely letterspaced 
as light-face; the unpleasing spotty effect is 
intensified as the type is bolder. Word unity 
may be all but lost. Finally, the effect of too 
wide letterspacing is worsened when some 
lines of a composition, like “Henri De Lauz- 
ainghien” on your card, are not letterspaced. 
We might, indeed, say “all or nothing.” 


Novel, Striking Booklet 

VoLMR-ALAN PRINTING & OFFSET Co. of 
Norwalk, Conn.—Your square 7x7-inch 
booklet for Trendex exemplifies several de- 
vices for opening eyes and keeping them at 
work. The cover is of heavyweight black pa- 
per die cut with five-pica circles to form a 
large -r circle within which the Trendex name, 
pos: bly a trade mark, is blind-embossed. The 
circ °s appear in bright blue, the all-over 
bac zround color on the first inside page. We 
of _ urse, with others, wondered about the 
sig’ icance of the blue circles. The answer 
can with reading of display line, “research 
by lephone,” reversed to show white (pa- 
per on the plate printing the blue page back- 
gro id. The die-cut circles, of course, sug- 
ges’ he dial of a telephone, the complete 
suc ssion of small circles being broken for 
as}; ce on the right (as on a real telephone) 
so. not to show the copy printed in black 


on .e first inside page. So, three unusual 
atte ion-arresting devices worth wide adap- 
tati are demonstrated, die-cutting, now 


muc . less employed than formerly; emboss- 
ing. :milarly rare, and a page here and there 
thro ch a booklet or folder seeming to be 
on © lored paper as a contrast to the white 
actu. ily used and showing as such on most 
pags. The complete impression is, of course, 
exci ‘ng, and who will say that the first item 
to be picked up from the pile on an execu- 
lives desk will not be the one which appeals 
to his curiosity and excites him most? Ideas 
noted are increasingly applied. 


Advantages of Varied Makeup 

THE MCWHIRTER Co., Kansas City, Mo. 
—Your handling of the employee magazine 
of the Great Lakes Pipe Line Co. compares 
favorably with other work done in that large 
field. The most praiseworthy features are the 
cover designs and clean presswork, the lat- 
ter particularly important in such publica- 
tions because of the large number of half- 
tone illustrations essential in doing the job 
for which they are issued. Cover designs are 
printed from two-color halftone plates, 
usually bleeding off all four sides, the plates 
reversed for type matter, showing the white 
of the paper or second color. With signifi- 
cant pictures this treatment may approach 
the effect of full process color work at, of 
course, a small part of the cost, and is cer- 
tainly far better than any pure line handling, 
even illustrated by a halftone in one color 
(black) only. The halftone illustration for the 
August cover is decidedly interesting. It de- 


‘picts an Indian in the foreground in full 


tribal regalia standing with his back turned 
to the viewer, and facing the horizon at sun- 
set, and smoking the characteristic peace 
Pipe. Two lines of type reversed in black 
plate, and showing in the yellow-orange sec- 
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Brooks- Pollard ey Advertising 


THE BOYLE BUILDING + LITTLE ROCK, ARKANSAS 


ROBERT H. BROOKS 
AL POLLARD 





CHURCH OF CHRIST 


William P. Smotherman EVANGEUST SHARON, TENNESSEE 








Cookie Matic 





COOKIE-MATIC BAKERY EQUIPMENT 


2000 SOUTH 25th AVENUE - BROADVIEW, ILLINOIS 
BROADVIEW: FILLMORE 5-1300 - CHICAGO: AUSTIN 7-5800 





ma * 926 Race St., Philadelphio 7, Pa. © WA 2-8582 - 6256 
Py ~] _— 
bricklin press fh 
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Replete with adaptable, original ideas, the first three letterheads in group above are by Raymond F. DaBoll, whose 
work is thus featured about once a year in the firm belief that it is difficult to contemplate as fine a display from 
a single source. On cream-toned paper, original of first is printed in a green of normal tone, red, and a light 
brown, the latter for a half-inch band across bottom of sheet, representing desert soil, atop which and on the 
horizon, a landscape (line) appears in green, featuring, we believe, the Quinta, a “house in the country.’’ Origi- 
nals of second and third designs are in black and red on white paper, the latter featured by as charming and 
yet functional calligraphic writing as one is likely to see. On Cookie-Matic design, printed in black and orange 
on white, the trade name reversed in band of color is blind embossed. Modern design is creditable to the printer, 
George F. Lipp! of Chicago. Interesting, unusual use of initials features the final letterhead by Philadelphia printer 
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ond color refer to the feature article on the 
following page about “Interesting Places 
Along the Pipeline.” The name of the publi- 
cation in a striking hand-lettered line and the 
date of the issue in type immediately below 
are reversed in black plate and, of course, ap- 
pear in the second color. The illustration has 
the effect of a silhouette, always dramatic, 
and the combination of colors provides a 
rather deep over-all brown tone, an added 
attraction, as it were. It seems that in this 
business one is always “between the devil 
and the deep sea.” In general, we prefer, and 
with some reason, the three-column type 
page rather than two-column page. The rea- 
son is that, without counting pictures which 
bleed off, one has a three to two advantage 
in the width of plates on a three-column 
page without casting copy for change of 
measure. We believe, too, there is increased 
interest in the added column. As the for- 
ward articles on two-column pages are set 
in larger type than those on three-column 
pages, there is a point where the format 
switches in this publication, possibly interest- 
ing in itself. Of course the type of forward 
pages is too big to be decently set in the 
narrower measure of those at the back, and 
the small type of less important text on 
three-column pages is too small for the 
mezsure of two-culumn pages. We're re- 
minded here of an old, and we believe sound 
rule regarding line lengths, e.g., that the 
ideal is an alphabet and a half of the size, 
which means 39 characters. Having often 
contemplated this, and discussed it with 
others, our view is that the ideal would be 


somewhat longer rather than shorter than 
that prescribed. Points to remember are that 
the larger the type, the longer a line may be, 
and that the eye takes in just so much of a 
line without shifting the eye or head, which 
may become tiresome. 


Testimonial to Big Sizes 

TRIBUNE PRINTING & SUPPLY Co., Great 
Falls, Mont.—Your 912 x13 -inch brochure, 
“Your College of the Future,” is as impres- 
sive in its dramatic display of type, pictures, 
and coloration as in dimensions. It empha- 
sizes the advantages of giving heed to an old, 
rather axiomatic statement, to wit: “Don’t 
send a boy to mill.” We're also reminded 
of a viewbook once reviewed; its similarly 
dramtic layout seemed all but wasted on the 
too-small page size. Our observations, inter- 
views with others, or surveys all convince 
us that we may speak of a “law of increasing 
returns” as well as the one so often men- 
tioned, of “diminishing returns.” Surely, the 
big brochure must bring a better return than 
a little thing far out of proportion to the 
extra cost. The cover is a knockout. The back- 
ground is black on the heavy, high-gloss pa- 
per. Featured is a form shaped like an arrow- 
head, though longer than usual, with the 
point at the left-hand edge, with the top and 
bottom sides spreading apart in rounding 
lines to a height of over three inches on the 
right-hand edge of the page. To an extent 
this panel suggests the spectrum, beginning 
with deep red at its point on the left and 
ending in green at the right. The form is 
midway of the page, vertically. The final 


word of title, “Future,” is reversed in it, 
showing white, as are the preceding words 
above the form against black. From the cen- 
ter of the “spectrum,” white lines spreading 
outward lead the eye down to five open 
circles in which five forms—three horizontal 
lines, the triangle, and “et cetera’”—appear 
in black. Their significance is explained on 
the inside front cover. In so fine a job, we 
hesitate to mention our thoughts. Would it 
be better if the pointed “spectrum” form were 
reversed? With the point at the right-hand 
edge, it would serve as a vision arrow to 
lead the viewer inside. Would it be better if 
plastic binding were green rather than gold? 
With the wide green side at the left, the 
green plastic and printed green would form 
a pattern, as indeed they would with green 
plastic and the form as it is. Large halftones, 
graphs, tables, and text are combined skill- 
fully on inside pages, and we like the big 
extra-bold sans serif heads, matching the 
size of the brochure and the “black” cover. 
We regret some of the display is in condensed 
type, even of sans serif, especially as our 
quick checkup shows that space permits type 
of regular shape. This is not vital; condensed 
should fulfill its objective or not be used 
except alone in display. The McLaughlin 
brochure of similar treatment is also excel- 
lent; so is the smaller piece, an oblong bouk- 
let for the Montana Bank. The title page of 
the McLaughlin brochure is not in keeping; 
it’s without pleasing form in the shape and 
position of different elements. Besides th at, 
it is over-displayed. With so many eleme its 
drawing the eye, it is difficult to concentr ite 
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2444 WEST SIXTEENTH STREET 
CHICAGO 8 


PHOENIX FLAME © 1959 








Cover and page advertisement from magazine of Phoenix Metal Cap Co., Chicago, 
equally and highly creditable to Harry J. Higdon, editor and planner; Dale Nichols, 
artist, and the Hillison & Etten Co., printer. Treatment demonstrates striking power 
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and “color” of strong “black-and-white” contrasts, particularly evident in ad. Work 
ing by letterpress on rough paper, the printer used a black at once decidedly 
dense, yet very dull, real achievement. “Old Sol’ picture is a decided yellow for color 
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Am Pour Friend, and my love 
for pou gocs deep & There is 
nothing 3 can give you which pou 
have not ; but there is much, verv 
much, that, while 3 cannet - 


give it pou can take. Ao | @ Better 
heaven can come C0 US UN- | Written bp 
less our hearts find rest in , Fra Giovanni 
it today. Take Heaven: | 4.®. 1513 
Ro peace fies in the furure © 

which is not hidden in this pres- 


ent little instant. Take Peace: 
OGhe gloom of the world is but 
4 shadow. Behind it pet within 
our reach, is Jou ®e There is 
radiance and glory in the dark- 
ness, could we but see; and to 
See, we have only to Look. 3 
beseech pou to Look A® Ae 
Life is so generous a giver, but 
We, judging its gifts bp their cov- 
ering, cast them away as ugly or 
heady or hard. Remove the cov- 
ering and vou twill find beneath it 
a living splendor, woven of Love, 
by Wisdom, with Power. Wel 


Season's Greetings 





I Salute Vou 


come it, grasp it, and vou touch 
the Angel's hand that brings it 
to pouSe Evcrvching we call a 
trial, a sorrotw, or a duty ; believe 

me, that Angel's hand is 

there; the Gift is there and 

the wonder of an overshad- 

owing Presence F* Our 
| joys, too; be not content 
~ Wwith them as jovs. Theo, 
too, conceal diviner Gifts ® 
Liife is 80 full of Meaning and 
Purpose, so full of Beauty, de- 
neath its covering, that you will 
find carth but cloaks vour Heaven. 
Courage them, to claim it; that is 
all. But Courage pou have: and 
the knowledge that We are pit 
grims together, tending through 
unknoton country Home A And 
80, at this time, 3 greet pou: not 
quite as the World sends Greet- 
ings, but with profound esteem, 
and with the Praver chat for pou, 
now and forever, the Bay breaks, 
and the shadows flee atway 


BREDENBERG DstRIBUTING Co. 
Carl and ‘Jack Sredenberg 











In cc trast with contemporary typography, simulation of early printing—especially 
with ve “feel’’ of the Gutenberg Bible—gets special attention. In connection with 


old t, 


appr -iated. Framed, the piece should be long treasured in libraries and offices. By 


as on 8'2x11-inch leaf above, the harmony is sure to be noticed and 


Emi! seorg Sahlin, original on light brown paper is in deep brown and vermilion 

on tne copy. It seems worse in view of the unusual impression and the interest-arousing 
cleai-cut, eye-appealing appearance and im- quality, is the impressive flow chart of opera- 
pact of the other pages. Presswork, letter- tions in handling customers’ orders. The 
press or Offset, is excellent. base is a 6-point-plus line in orange, starting 


Well-done View Book Too Small 
MopERN LINOTYPERS, INC., Washington, 
D. C.—Your 8'%4x5%4-inch shop and office 
view booklet, featured also by halftone illus- 
trations of key personnel, seems manifestly 
capable of doing the right kind of a job. The 
numerous halftones not only illustrate dif- 
ferent operations, but give the impression of 
extensive facilities, which, despite the limita- 
tion your name suggests, includes Ludlow, 
Monotype, and hand-set composition, in fact 
all the services of a complete typesetting 
plant. In addition to illustrating these in 
front, they are graphically listed on the final 
inner page. Important pictures are bled off 
two and three sides, including bleed at the 
fold, which is important considering the page 
size is smaller than customary in items of 
the sort where pictures are of first import- 
ance and supplementary type matter is in- 
cidental and brief, taking up very little space. 
The cover, back as well as front, features an 
idea we don’t recall having seen, and is de- 
cidedly striking. The pages are printed green 
from a reverse color plate. Title, “This is 
Modern . . . where type and skill serve you 
Well,” appears in white (paper) toward the 
lower-right corner on front. The original 
feature, which’ accounts for the striking first 


near top somewhat to left of the title on the 
front page and continuing to back cover. 
The orange line takes several right-angle 
turns—horizontal to vertical, upward and 
downward—as it proceeds to accommodate 
the numerous 712 x4'-pica halftones print- 
ed in black in open panels of the green back- 
ground. These illustrate the: different opera- 
tions in order, starting with a portrait of the 
“Man at the Helm” and ending with a pic- 
ture of your delivery truck. It appears that 
the pictures are from the same photographs 
that very much larger halftones on inside 
pages were made from. We are more than 
moderately impressed with this “flow-line” 
idea. Of course, we would be thrilled if the 
page size were measurably larger and the 
halftones better printed. They lack sharp- 
ness—contrast of tones—but the fault, we 
are sure, is with photographs rather than 
engraving and presswork. 


Tools of Printers in Ornament 

R. T. Lewis Co., Pittsburgh, Pa.—Your 
blotters are interesting and effective as de- 
signs. Both are featured by large conven- 
tionalized illustrations of the common brayer 
in black, as if being drawn across the wide 
way of oblong piece, leaving a trail of color 
in their wake. “Printers Fifty Years” appears 


t pe graphic 


was with calligraphic manuscript writers before printing, it is fresh and 








Ultra-striking cover from magazine of Edwin H. Stuart, Inc., Pittsburgh, exemplifies 
sound modern design as few printed things now do. Though inception of the type 


“ 


new 


compared with types extant for many years; it’s accepted as modern. The dominating 


block (geometric) effect is also modern. Color on original is a “‘cool’’ red, or rose 


reversed in a rectangular panel in gray, the 
second color of one, the two lines appear- 
ing below the brayer’s handle. On the sec- 
ond, the brayer would seem to have left two 
comparatively large circles at the left of the 
roller, the first green, in center of which 
your trademark is overprinted in black. The 
second is red, with “50 Years” in two lines, 
reversed, at the center. Here, two observa- 
tions are stimulated. The items are far more 
eye-arresting and interesting on the colored 
stocks than they possibly could be on white, 
gray on the first mentioned and pale green 
on the other. Reversed copy in a second 
circle appears measurably lighter than the 
green of the paper. Outlining any hue with 
black or a stronger (deeper-toned) color 
tends to make it seem lighter, this due to 
increased contrast. We come now to some- 
thing which struck us on first seeing the 
blotters. Back when we were setting such 
things, we used conventionalized illustration- 
ornaments of brayers, ink balls, and such, 
considering them symbolic of the craft. 
Now, we question their suitability. Those 
unfamiliar with the business can be at sea as 
to their significance. One of such rather 
common ornaments, showing workman in 
act of pulling a hand press, has probably 
greater import to nonprinters, but, even so, 
we don’t forget early reading about adver- 
tising copy and illustration, and being ad- 
monished to write and illustrate our work 
from standpoint of the reader’s interest. 
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Offset Lithography e Letterpress « Flexography 
Gravure ¢ Screen Process « Collotype « Embossing 


Offset Pressmen Should Know How to Make Plates 


Only a few pressmen know how to gum a plate or why it is done 


Even fewer know how to redesensitize a plate or restore failing image 


Skill and practice are required in etching and gumming plates 


During his apprenticeship, every press- 
man should serve some time in a plate- 
making department, but few have this 
opportunity. Only a few pressmen know 
how to gum a plate properly or why it is 
done. Fewer still know how to redesensi- 
tize a plate or bring back a failing image. 

There are two surfaces on every litho 
plate, and they are highly selective in their 
sensitivity. One area, the image, is sensi- 
tive to ink and repels water. The other, the 
nonprinting area, is sensitive to water and 
repels ink when wet. As long as these areas 
are kept in their natural condition, the 
plate will print properly. But when the 
image starts to accept water and the bare 
areas start to accept ink, the pressman is 
in trouble. He has to get the plate back to 
normal or get a new plate. 

Either area may be worn to a point 
where it will no longer function. The wear 
occurs because of a scrubbing action. This 
means contact and pressure and move- 
ment. We must have contact for printing 
purposes, but we must keep the scrubbing 
action and the pressure down to an abso- 
lute minimum. Only three things contact 
the plate—the ink rollers, the dampening 
rollers, and the blanket. For long plate 
life, the ink rollers must be kept in a like- 
new condition and must be set as lightly 
as possible. A heavily-set, glazed roller 
will ruin a plate. The blanket also must 
be free of glaze, and contact with the plate 
should be as close to a 0.002-inch squeeze 
as possible as measured with your packing 
gauge. Hard and dirty dampeners will 
wear the plate. Keep covers clean and soft, 
and set them with a light touch. 


B® When the image ceases to print a full 
charge of ink, it is said to be going blind. 
Blindness may be caused by wear, gum, or 
failure of the image base. Gum may even- 
tually adhere to the image if too little ink 
is being run or if the ink becomes emulsi- 
fied. Poor gumming practices will blind 
the plate. When this happens, a skillful 
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pressman will wet-watch the plate and 
often save it. 

Scumming is caused by the breaking 
down of the desensitizing film. This 
breakdown is caused by wear, too greasy 
an ink, too many press stops and plate 
dry-ups, or by trying to run too much ink. 

If scumming is caught in its early stages, 
it can be cleaned up and etched. Putting 
more acid and gum in the fountain is sel- 
dom the answer. 

A skillful pressman with plate experi- 
ence can almost remake the plate right on 
the press. The first step, of course, is to 
catch the trouble before it becomes acute, 
then take the following steps (for albu- 
men and deep-etch plates only): 

1. Lift the dampeners from the plate. 

2. Let the plate roll up with a full 
charge of ink. 

3. Powder the image with fine resin 
and talc. 


4. Clean up nonprinting areas. 

5. Apply plate etch and rub down 
smooth. 

6. Dry etch. 

7. Dampen the plate, and apply etch 
again. 

8. Rub down smooth and dry. 

9. Gum the plate. 

10. Wash out the image with a water- 
free paint and lacquer remover. 

11. Wash it again with turpentine. 

12. Then apply a good blind-resistant 
lacquer. 

13. Wash the plate with warm water 
to remove lacquer from open areas. 


& Skill and practice is required in etch- 
ing and gumming plates. The object is to 
leave a smooth film of solution on the 
nonimage areas while getting as much as 
possible off the image area. This means 
that the image must be well charged with 
a good healthy ink film. An ink emulsion 
will not do. The ink is powdered for two 
reasons. One is to stiffen it against the 
drag of the smoothing cloth. The other is 
to reduce the greasy halo that surrounds 
the image and tends to keep the etch from 


Actress Arlene Francis watches signatures for a multimillion S & H trading stamp catalog order 
roll off a Cottrell double five-color web letterpress at Curtis Publishing Co., Philadelphia. With 
her are (left) Frank P. Rossi, executive vice-president of Sperry and Hutchinson (S & H), and 
(center) Henry M. Chestnut, vice-president and the director of manufacturing for Curtis Publishing Co. 
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Convince the customer with color 


. . . 5 
Brilliant color says it’s real—so forcibly you're 
tempted to touch . . . For this insert, brilliance begins with the paper 
itself—new, high-gloss MAINEFLEX OFFSET ENAMEL. Notice the 


impelling ‘‘bounce”’ it gives to gloss process inks. 


MAINEFLEX OFFSET ENAMEL is a member of the dis- 
tinguished 1960 family of Oxford North Star Coated Papers, 
each of them coated by Oxford’s new, uniquely-superior 
“trailing blade”’ process. The trailing blade coats with remark- 
able levelness and allows excellent polish without excessive 
super-calendering. Superior printing results. You will find that 
Maineflex Offset Enamel enhances the product image. You'll 
get outstanding results with gloss, metallic and regular inks. 
Cost? Maineflex Offset Enamel! costs no more than other leading 
grades of coated paper. 

Paper for this insert is Maineflex Offset Enamel basis 25 x 38—100 lbs., 

printed on a 77" Harris 4-color Offset Press. 


OXFORD PAPERS FOR EVERY PRINTING NEED 
Oxford Papers are used by the best printers and lithographers. There 
is a standard grade designed to fit almost every printing and budget 
requirement. Many of the grades listed below are stocked by Oxford 
merchants. In addition, a large variety of papers to meet special 


needs is available on making order. 


COATED LETTERPRESS PAPERS OFFSET AND LITHOGRAPHIC PAPERS 
Polar Superfine Enamel Oxford White Velvet 
Mainefold Enamel Fenwick Opaque Offset 
Oxford Print Enamel Wescar Offset 
Pubtext Coated Rangeley Offset 
Wescar Offset, Pastels 
COATED OFFSET PAPERS Carrollton Offset 
Polar Offset Enamel Rumford Offset 
Polar Offset Enamel Dull Carfax English Finish Litho 
Maineflex Offset Enamel Dixfield Bulking Offset 
Maineflex Offset Enamel Dull 
Duoset Offset Enamel LETTERPRESS PAPERS—UNCOATED 
Carfax English Finish 
FILM-COATED (PIGMENTED) PAPERS Carfax Super 
Fenwick Superfine Offset Carfax Eggshell 
Wescar Satin Plate Offset Hi-Bulk Eggshell 


Wescar Gloss Plate Offset D a a f 
Cussiiinens Gatien Cate Blea rop us a line for the name of your nearby 
Oxford Merchant, who you’ll find is an ex- 
Softone Plate (for letterpress) pert consultant on printing papers. 


OxrorD PAPER COMPANY 


230 Park Avenue, New York 17, N.Y. Sales Offices: NEW YORK * CHICAGO * BOSTON 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 








desensitizing the plate right up to the 
edges of the image. 

The smoothing operation should be 
done with a wad of cheese cloth that has 
been dampened and wrung out. A dry 
rag is apt to remove too much of the etch 
or gum from the plate. The pressure used 
to smooth the solution is also important. 
Use just enough pressure to do the job, 
but not enough to smear the ink or remove 
too much solution from the plate. 

Maintaining a presensitized plate in 
printing condition is rather simple, but it 
requires the same skillful touch. Be sure 
you obtain the proper materials and com- 
plete instructions from the manufacturer. 
—NYEPA Lithographic Div. Bulletin. 


Videograph Printing Process Can 
Handle 20,000 Letters a Second 


A new method of word and facsimile 
transmission and electrostatic printing 
which will handle up to 20,000 letters a 
second has been announced by the A. B. 
Dick Co., Chicago. 

Most of the basic equipment for the 
new Videograph printing process is an 
adaptation of television apparatus. Where- 
as a TV picture tube squirts a stream of 
electrons at the flat inside surface of a 
glass tube, the new A. B. Dick device 
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Best Way to Plane Small Form 

When planing a small letterpress form, 
particularly of delicate type, it is hard to 
keep the planer flat and not damage the 
type. I have had good results putting a piece 
of wood type high minus furniture height 
under the other end of the planer to keep it 
flat.—S. A. FAULKENHAM, Liverpool, Nova 
Scotia. 


How to Keep Sheets From Wrinkling 

You may run into wrinkling trouble on a 
form containing a long, narrow solid 
stretching from the gripper edge to the 
leave edge on either or both of the outei 
ends of the sheets. The wrinkling may occur 
in spite of careful makeready with a normal 
packing of supercalendered and manila 
sheets and a careful check of the various 
press settings. If this happens, try replacing 
the supercalendered stock with an extreme- 
ly hard sheet of pressboard placed just be- 
low the top sheet of the packing. 


Speeding Up Type Distribution 

For faster distribution of reglets, slugs, 
and leads, cut a strip of heavy, white index 
bristol to the inside dimensions of the gal- 
ley. With India ink draw parallel lines one 
pica apart across the long dimension, down 
the entire width of the bristol strip. Var- 
nish the surface to protect it, and affix it to 
the inside of the galley with rubber cement. 
Number the lines; numbering each fifth 
one should do, e.g. 5, 10, 15, 20, etc. Then 
all you need to do is line up the reglets, 
slugs, leads, and rules, and, without using 
a pica gauge, you will see at once what their 
size is. 


How to Fit Crowded Numbers 

If there is not enough space on a crowded 
coupon or card form to use a regular num- 
bering machine, try cutting the stock dou- 
ble size and running the job work-and- 
swing. Set up the form so the numbering 


machine is the only thing that prints in 
half of the form. This way the number is 
already in position for half of the run and 
prints in the space provided on the other 
half. 


How to Make Mats. Lie Flat 

When a large mat is used or when mats 
are stripped together, they may curl and 
buckle in the casting box and cause low 
spots in the casts. To make the mats lie flat, 
place bars on the sides of the mat when 
you get ready to close the casting box. If 
buckles occur, put type-high slugs in the 
blank spaces on the mat in the area where 
it buckles. When the box is closed the slugs 
will push the mat flat, and the casts will 
come out perfectly even. 


Kaye Deyerle, 1960 Miss Perfect Type of Balti- 
more, stands next to a Washington hand press, 
built about 1828 and part of the original equip- 
ment of Schneidereith & Sons. It was used to 
print a pro-Union weekly newspaper before the 
Civil War when public opinion in Maryland was 
sharply divided between the North and South 





shoots them onto a sheet of paper, where 
they leave a negative charge. 

This is then dusted with positively 
charged particles of ink, which stick to the 
charged portion. A heating process fuses 
the ink to the paper. 

The new printing method works so fast 
that it can keep up with the output of a 
computer. Most printing processes that 
are connected with computers need several 
speed step-downs from the magnetic tape. 

An A. B. Dick spokesman said their 
new copying process is much more eco- 
nomical than many on the market. He said 
it may eventually replace much transmis- 
sion of information that is now done with 
machines that type from a wire. 

The initial major installation of Video- 
graph will be by the Denver & Rio Grande 
Western railway. It plans a microwave 
hookup that will link seven freight termi- 
nals over its 800-mile system. Videograph 
scanners, much like a television camera, 
and printers will be installed at each point 
to transmit waybills and other documents. 

Videograph scanners may also be in- 
stalled at various car marshalling yards. 
The scanner just takes a picture of the 
whole car and prints it with sufficient de- 
tail that you can see the owning road and 
read the number. 

A leading publisher is hooking Video- 
graph into its subscription list computer. 
While the computer will add in new sub- 
scribers and take out the old ones, the 
Videograph printer will turn out mailing 
labels 36 to the second. They'll come out 
in a roll, all classified by postal zone. 

Videograph can even print from a mag- 
netic tape at its tremendous speed. It takes 
the magnetic signal and puts it through 
a character generator which turns it into 
a television type signal. 

The new system has been under devel- 
opment since early 1955, when A. B. Dick 
Co. sponsored a research program at Stan- 
ford Research Institute. 

This resulted in the electrostatic print- 
ing tube, an offshoot of a television pic- 
ture tube, as the basis of the device. 

Don’t figure on one of these fast word 
or picture reproducing devices for your 
home, as yet. A scanning and printing 
mechanism would cost about $87,000 
plus microwave transmission costs. 


Sun Chemical Sets Up Fellowship 

Sun Chemical Corp. has established a 
Lehigh University graduate fellowship for 
a student majoring in chemistry and par- 
ticipating in printing ink research. Results 
of research conducted under the fellow- 
ship will be available to Sun Chemical 
and to members of the National Printing 
Ink Research Institute. 


$3 


























What Type Classification Should and Should Not Do 


Type faces can be overclassified, grouped into meaningless categories 


Finding a method to identify roman faces remains a major problem 


Fifty years without a system makes it hard to find a basis for one 


Last month in this department a new 
method of type classification was discussed 
—a decimal system, proposed as an inter- 
national standard by a group of German 
printers. The system has much to recom- 
mend it. It covers a wide range of styles 
and attempts a rigid definition of every 
variety of letter form, leaving out only 
very few types, which are too unique for 
classification. 

One of the pitfalls of any system of type 
recognition is that it may be so inclusive 
that it leaves nothing to the imagination. 
Thus, we find classifications for contem- 
porary types, bible types, newspaper types, 
and even feminine types and masculine 
types. Such terminology is meaningless 
since printer's types cannot be classified 
by use. A roman letter could be used just 
as easily to print a cheap novel as a theo- 
logical work. It has nothing in its basic 
form to lend it to either use, exclusively. 

Those faces called “newspaper” types 
are primarily letters with large x-height 
and open counters. They have been de- 
veloped during the last 30 years for news- 
paper printing but lend themselves to a 
variety of other uses. 

Fortunately, we find fewer and fewer 
typographers attempting to lend gender to 
a typeface. Feminine or masculine effects 
result from the over-all design of a piece 
of printing, not the shape of the letters 
used in the text. Any typographer can 
produce a masculine design with a so- 
called feminine type. 


& We must face the fact that the myriad 
faces designed since the invention of mov- 
able types have defied rigid classification. 
The loose typographic terminology of the 
past 50 years, in fact, makes it hard to de- 
velop any standard procedure, even 
though many writers in the field of typog- 
raphy have attempted to form workable 
systems. 

Classification of roman types probably 
causes the greatest disagreement. Most ty- 
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pographers accept without question the 
placing of sans serif types in one group, 
square serifs in another, and scripts in an- 
other. Aside from slight quibbling, the 
blackletter faces are separated in their 
own compartment, although the European 
term of gothic to describe them adds some 
confusion here. The American typogra- 
phers who dislike the term blackletter will 
sometimes substitute textletter, but this is 
a slight matter. 


Many of the faces in these categories 
are so dissimilar they can be identified 
easily. Roman types, however, are a great 
deal more complicated. If we accept the 
fact that the types of Nicholas Jenson, first 
produced in Venice in 1470, represent 
the first roman letter, we must trace the 
subsequent development of the form 
through some 300 years to the types of the 
Didots in France and Bodoni in Italy, de- 
veloped in latter part of 18th century. 


& It is this extraordinary complex group 
of types that causes the greatest trouble 
when we attempt to classify by a system to 
be understood by everyone. Simply label- 
ing this large group of diversified letters 


Invention Proofs Type Lines on Slugcaster 


An invention called the Line-O-Proof 
can automatically proof copy as it is being 
set on Linotype and Intertype machines, 
according to the four inventors of the unit. 
Each line is proofed as it is ejected from 
the slugcasting machine. 

The inventors maintain that the device 
eliminates hours of proofing and trying 





A device called a Line-O-Proof can be attached 
to Linotype or Intertype machines to proof lines 
automatically as they are set on the machines. 
Running the unit is Richard Sterling, who origi- 
nated the idea. With him (from left) are W. 


F. Cook, Raymond McIntire, and Kenneth Robin-~ 


son, who helped him develop the Line-O-Proof 


to find the correct copy to go with a proof. 
It also permits the proof to go immediate- 
ly to the proofreader as soon as the type is 
set. Another advantage is that when an 
operator begins to set type, he can glance 
at his proof and tell at once if he is setting 
the correct face, weight, and size. On a 
Teletypesetter-equipped machine the unit 
would show the operator instantly what 
story was being set, whether or not all 
the matrices were dropping correctly and 
whether or not he had the proper font in 
the machine. 

The Line-O-Proof will proof lines vary- 
ing from four to 30 ems and from five to 
42 points without requiring any changes. 
It is said to take less than a minute to 
change the color of ink or the kind or 
color of proofing paper used. High-grade 
gummed paper can be used for paste-up 
layouts. and color proofs can be pulled for 
paste-ups of jobs calling for text or heads 
in color. 

The inventors claim that the unit can 
be installed on any 30-em linecasting ma- 
chine within two hours if the machine has 
no quadder or saw. 

The men responsible for the develop- 
ment of the Line-O-Proof are Richard 
Sterling, Kenneth Robinson, William 
Cook, and Raymond McIntire, all staff 
members of Corn Belt Publishers, Inc., 
East St. Louis, Ill. They have applied for 
a patent and are offering it for sale. 
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roman is not enough. Today, the classic 
romans are universally available. Cloister, 
Garamond, Caslon, and Bodoni, for ex- 
ample, are in the catalogs of the world’s 
foundries with definitely recognizable 
characteristics in every version. 

Since the revival of interest in classic 
types some 60 years ago, type designers 
have sought inspiration from the past. 
They have tried to adapt historic ideas to 
modern printing techniques, with the re- 
sult that roman types still issue from 
foundries and composing machine manu- 
facturing firms in rich profusion. The 
problem is to separate these faces into 
logical and distinct groups so that a per- 
son may quickly recognize certain dis- 
tinguishing features which will help him 
classify a type. 

Toward this end, the decimal system 
offered by the German group lists romans 
in five groups with 17 subgroups. While 
this is a masterful breakdown, it is some- 
what unwieldy, and too complicated for 
average use. It requires considerable 
knowledge of historic models and calls for 
rather subtle distinctions of letterform. 


& The more a printer studies types, the 
more he feels the need for these distinc- 
tions, but he must realize that most per- 
sons who specify types for printing need 
merely a reasonable guide to help select 
faces for everyday use. Possibly, the an- 
swer is to have two methods, one for 
simple recognition and one for the exper- 
ienced typographer to use in arguing with 
his similarly gifted contemporaries. 

The problems of type identification are 
important enough to a large segment of 
our industry to warrant study and discus- 
sion. Certainly confusion exists. In the 
interest of good customer relations and 
of improved production, more printers 
should make it a point to contribute their 
experience to further any procedure that 
will clarify the situation. 

For example, the most costly piece of 
advertising produced by any printer—and 
a necessity if he is to do business—is his 
specimen book. Yet an examination of 
hundreds of these from all sections of the 
United States indicates an almost com- 
plete lack of standardization, even though 
the types shown by all printers are the 
same. 


& Improvement cannot be expected in 
short order, but the more we think about 
this subject the better the opportunity will 
be to effect a nomenclature of lasting 
benefit to everyone who works with type. 
No one method will meet with anything 
like universal approval, but most systems 
will have enough similar features to satis- 
fy the needs of printers anxious to train 
their own employees or introduce their 
customers to a systematic approach to 
typeface recognition and appreciation. 
Next month I will present a method of 
type classification for consideration, 


Your Slugcasting 


MACHINE PROBLEMS 


Fouled Mats, Spacebands 


Q.—I am enclosing a spaceband and 
two matrices used on a Model 5 Linotype. 
The matrices have sidewalls pushed in by 
metal accumulation on the sleeve at the 
casting point on the spacebands. On the 
spaceband there is a heavy deposit of 
metal where it contacts the wall of the 
mat letter. It takes us about a half hour 
each evening to clean and graphite the 
spacebands. What causes these problems, 
and what can we do about them? 


A.—We would be interested to know 
how long this trouble has been going on 
and whether or not it is getting worse or 
remaining about the same. We notice that 
hairlines on the proof you sent are just 
becoming visible. At any rate, in the be- 
ginning your trouble started with one or 
more of the following items: 

1. The vise wedge on the left side of 
vise was improperly’ set so that the line 
could not justify tight enough, thereby 
permitting metal to enter between the 
spacebands and mats. 

2. The justification spring may be set 
too weak. This causes a weak up-stroke of 
justification levers. 

3. The pot pump lever stop may be at 
too coarse a setting. Readjust it so that the 
lever has only 35-inch clearance when the 
line is in full justification. 

4. The back mold wiper should have no 
oil or grease on it and only a little graph- 
ite rubbed into the face of the mold wiper 
felt. When applying new felts, apply a 
few drops of kerosene to the face of the 
felt. Then rub graphite on it. Forget it 
then until the felt wears out. The kero- 
sene will hold the graphite until it be- 
comes imbedded in the felt surface where 
it becomes somewhat permanent as a 
polish-lubricant. 

5. Spacebands being used in hand-oper- 
ated machines should be thoroughly pol- 
ished (and cleaned if necessary) once 
every six to eight hours of operation, espe- 
cially if only 18 to 24 bands are being 
used, Thirty bands are a normal comple- 
ment, but very few shops use that many 
on straight-matter machines. If bands are 
being used on TTS-operated machines at 
speeds of from 8 to 12 lines a minute, 
spacebands should be graphited every 
four hours. However, many do not ob- 
serve this policy and later pay the price 
in one way or another, 





Mr. Brewington will answer machine problem questions addressed to him in care of this magazine 


When a graphite polishing board will 
not remove the accumulation or discolora- 
tion at the casting point on the space- 
bands, an approved metal polish should 
be used. After polishing, the band should 
be cleaned with benzine, dried, and then, 
with bands in condition such as yours, 
they should be rubbed at the casting point 
with a liquid oil-like preparation to keep 
metal from adhering to bands. Then wipe 
the band lightly where the liquid was ap- 
plied. When the surface appears dry, 
graphite the band as usual before replac- 
ing it. In your situation, when the trouble 
is so pronounced, I would advise graphit- 
ing the bands every two to four hours for 
a week or so, and maybe longer. 

6. The mold disk may be set a fraction 
too far forward so that when the pot ad- 
vances, the mats are held a little too snug- 
ly to be tight in a line but still expand 
enough to permit the pot pump lever stop 
to allow casting. 

7. A less frequent but important source 
of trouble is the occasional occurrence of 
burrs on the sleeve and upper wedge near 
the casting point of both new and rebuilt 
or repaired spacebands. Burrs or scratches 
on the mat letter wall or sides near the 
wall will keep mats and bands from com- 
ing together closely enough in justifica- 
tion to keep metal from coming between 
mats and bands in the line. 

Only one or two bands or mats, as the 
case may be, may thus be affected, but as 
these burred parts come into contact with 
different mats every time they go into a 
line, eventually the entire font will be- 
come damaged and hairlines will appear. 


Important Linotype Adjustments 

First Elevator—Adijust the gibs on the 
vise frame so that the first elevator just 
clears the transfer and delivery channels. 

First Elevator Connecting Link—A\- 
low 34 of’an inch at the top and 43 of an 
inch at the bottom from the holes to the 
shoulders. 

First Elevator—The center screw at the 
top of the elevator should be adjusted 
(with matrix toes in mold) to give 0.010- 
inch between the adjusting screw and 
the vise cap when the elevator is lifted 
for alignment. When display matrices in 
the 45-point alignment and the auxiliary 
position of duplex display matrices are 
used, clearance should be adjusted to ap- 
proximately 0.005-inch. 
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THE SPECIALTY PRINTER 





Production of Bottle Caps Is Scientific Procedure 


Hoosier Crown Corp. prints and fabricates Crown Caps for soft drinks 


Operates two laboratories to maintain quality at competitive prices 


Buys production materials on the basis of laboratory test results 


Whenever you pour yourself a soft 
irink, at some point in the procedure you 
are likely to come face to face with a 
Hoosier Crown Corp. product—the metal 
cap on the bottle. The next time you have 
a Coke it might be interesting to consider 
that the item you are casually prying off is 
the result of a highly scientific printing 
and fabricating effort, possibly by this 
Crawfordsville, Ind., firm. 

The beginning of the production pro- 
cedure for Crown Caps, as these bottle 
tops are called, is a standard metal deco- 
rating operation. The company makes two 
kinds of caps, a regular crown from a 
100-pound sheet per base box, and a short 
skirt (shallow) crown made from a 95- 
pound sheet per base box. There are 112 
sheets of 14x20-inch electrolitic tinplate 
sheets in a base box. The sheets actually 
used by Hoosier are 2814x3434 inches 
with a thickness of about 0.011 inch. 

The sheets are lithographed and var- 
nished in one operation on 35x36 one- 
color Hoe presses at a rate of 80 sheets 
per minute, making a total of 506 cap 
impressions on each sheet. After each col- 
or is lithographed, the sheets are put in a 
Wagner drying oven. 

After the final color is dried, the sheets 
move to a Callahan stamping press which 
waxes them for purposes of lubrication 
and then stamps out the individual caps. 
After the caps are stamped out, they are 
checked for accuracy to a tolerance within 
0.008 inch. Diameter, thickness, and the 
angle of the sides are checked to meet 
specifications. 

Crown cap manufacture is a high-vol- 
ume, low unit-profit business, according to 
Enzo Caviglia, operations manager of the 
Hoosier Crown Corp. He said that to stay 
competitive a company is forced to main- 
tain the highest quality possible at the 
lowest prices. 

Compared with some of the giant firms 
producing this type of cap, Hoosier Crown 
Corp. is relatively small. Nevertheless, it 
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has set up thorough and scientific methods 
of quality control and product testing. 

Mr. Caviglia, who is a graduate chemi- 
cal engineer, joined the firm in 1951 to 
set up a development laboratory. Today, 
he is also in charge of all production 
operations. 

The development laboratory is used for 
testing all supplies needed in production 
—inks, varnishes, lacquers, etc. Every- 
thing that is bought, in fact, is bought on 
the basis of test results. 

“This keeps personalities out of pur- 
chasing,” says Mr. Caviglia. “I don’t buy a 
product because I like a particular com- 
pany or salesman, but because my test re- 
sults show that it is the best material for 
our purposes. Because of this testing, I be- 
lieve that we have been able to buy much 
better materials than before.” 

The development laboratory is com- 
pletely equipped to test materials and to 
duplicate every production step of the 
plant, as well as some of those of the com- 
pany’s customers. Among the equipment 
available are a pH meter, laboratory coater 
and oven, a blanking press, a Rockwell 
hardness tester, a Carver hydraulic press, 
centrifuge, bottling equipment, and a car- 
bonation tester to test tightness of caps. 

In addition to the development lab, the 
company operates a production control 
lab. Here, statistical checks are made on 
every order going through the plant. No 
production operation can be started until 
printing and coating operations have been 
approved in the control lab. 

Coating, for instance, is checked with 
the help of metal discs which are weighed 
before and after going through a regular 
coating operation. The difference in the 
weight shows the amount of coating ap- 
plied. The scale used weighs with an ac- 
curacy of 0.0001-milligram. 

In a “device specially designed by Mr. 
Caviglia, the abrasion resistance of the 
ink, varnish, or coating which are used 
on the crowns is tested. The testing ap- 


paratus consists of a cylinder into which 
25 crown caps are put after having been 
weighed. The revolving cylinder simu- 
lates the conditions under which the 
crowns are handled in bottling operations. 
After a predetermined number of revolu- 
tions, the caps are weighed again. The dif- 
ference in weight shows the loss of coat- 
ing, ink, or varnish through abrasion. If 
the loss is excessive, the caps are rejected. 

Today, because of careful research, the 
firm averages 60,000 impressions with 
Minnesota Mining and Manufacturing 
Co.’s 3M presensitized aluminum plates, 
and 400,000 impressions on _ blankets. 
Both may be considered noteworthy 
achievements in this type of production, 
Mr. Caviglia explained. 

Special laboratory preparation of the 
fountain solution is one of the require- 
ments responsible for giving Hoosier the 
longest possible plate and blanket life. 
Previously, the fountain solutions for the 
two offset presses used on the production 
lines were prepared by the pressmen as 
they were needed. Laboratory spot checks 
showed that the pH values of the solutions 
varied greatly, sometimes being pH 3 
and lower. On the other hand, extensive 
tests seemed to indicate that image trans- 
fer, as well as plate and blanket perform- 


An abrasion tester developed by Hoosier simu- 
lates handling conditions in bottling plants. 
Caps are weighed before and after the test to 


detect any chipping of ink, varnish, or coating 
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ance, was best at a relatively high pH 
value. 


Today, all fountain solutions are pre- 
pared to formula in the company’s devel- 
opment laboratory at pH”*°* This value 
was found to be the most satisfactory for 
the many different inks used. In some 
cases, the pH value has gone as high as 6 
without detrimental effect. 

Another important factor in prolong- 
ing plate life is the use of very light pres- 
sure in the dampener system. Regular 
molleton rollers are used. Pressure of the 
rollers is carefully set by the pressmen 
with the aid of feeler gauges to get a me- 
dium pull with a 0.005-inch paper. 

Plate life also depends somewhat on the 
length of the runs as well as on the inks 
used, according to Mr. Caviglia. Long runs 
usually result in longer plate life. Some 
inks have more abrasive qualities than 
others and will reduce plate life. Never- 
theless, 60,000 impressions is a fair aver- 


A scale with an accuracy of 0.0001 milligrams 
indicates amount of coating on caps by weigh- 
ing them before and after coating operations. It 


also reveals any chipping from abrasion tester 







One-color Hoe press- 
es lithograph sheets 
of 28'%x34%-inch 
electrolytic tinplate 
of about 0.011-inch 
thickness used for 
bottle caps. Presses 
run 80 sheets a min- 
ute, making 506 im- 
pressions on every 
sheet. After color 
is applied to sheets, 
they are baked in a 
Wagner drying 
oven. Finally, when 
caps are made, they 
are tested to meet 


definite specifications 


age for his plates; and sometimes, with 
luck, up to 100,000 impressions have 
been obtained. 

One of the greatest risks to blanket life 
in metal decorating is, of course, sharp 
edges and burrs in the metal sheets. Here 
again, Hoosier quality control tries to re- 
duce damage to a minimum. Each skid 
of sheets used in the plant is first num- 
bered and registered, then checked for 
dimensions, quality, imperfections, etc. 
All details of each skid are entered in so- 
called ‘‘Slitter Control Reports.” Faulty 
sheets are eliminated, thereby achieving, 
among other things, less risk of damage to 
the offset blankets. 

With the many different grades of 
blankets available, choice of blanket grade 
is important for getting the maximum 
service at minimum costs. In metal deco- 
rating, the hardest possible blanket com- 
patible with image transfer is desirable. 
Here again, statistical performance control 
was used to find the most serviceable blan- 
ket. At present, Vulcan Durofyne, Black, 
Special, supplied by Reeves Brothers, Inc., 
is used. 

Blanket pressure is normally set at 
0.003. After a week on the press, a blan- 
ket is rested for a week. With these pre- 
cautions, the average blanket run is about 
400,000 impressions, with occasional top 
runs up to one-million impressions. 

Hoosier Crown Corp. was founded in 
1932 by Robert Smith, father of the pres- 
ent president, James G. Smith. The num- 
ber of employees at present is about 100. 
Because of the company’s rigid quality 
control, Mr. Smith says, sales have in- 
creased significantly in recent years. Cost 
reductions and quality improvements in 
the printing end of the production line 
have also enabled the company to be com- 
petitive in custom metal decorating, and 
it is now doing an increasing business in 


this field. 





"Next Month... 


April showers you with an increas- 
| ing number of meetings and con- 
"ventions. Among them are PIA Ro- 
tary Business Forms annual meeting, 
Lithographers and Printers National 
Association annuel convention, and 
PIA Web Offset Section annual 
meeting. There are others, too, but 
you'll find our editorial themes in 
April concentrating on these three. 


WwW 
A modern business forms plant 
operates a training school for its 
employees. Ned Boatright will tell 
you how you can de it, too. 

v 
Offset press register is extremely 
important if high quality work is 
to be produced. C. W. Latham will 
explain major factors. 


WwW 
One business forms company devel- 
oped its own high-speed press, which 
produced at much lower costs. Read 
about how it was done. 


Ww 

_ What are the problems of web off- 
| set? What are its advantages? Take 
a look at this article. 

WwW 
Do you know how to design a busi- 
' ness form so shrinkage can be con- 
trolled? S. F. Royall will tell you 
how it’s done. 

vW 
Offset halftone dots should vary with 
different papers. Why and how will 
be explained. 

vW 
How the do-it-yourself technique was 
used to service a new account will 
| be explained in the series on “The 
_ Printing Sale I'll Never Forget.” 
_ Watch for another of our popular 






















































- PROMOTIC 





Too many printers simply follow the 
primitive method of advertising described 
H. G. Wells, author of the famed 
Outline of History. He wrote that adver- 
tising began when this sign first appeared 
one day long ago: “Ug says that Ug makes 
good stone hatchets!”’ 

The usual thing is just to claim good 
craftsmanship and service, and let it go 
at that. But, important as these claims are, 
you'll your prospect’s business 


by 


deserve 





Idea Sketches _ 


Drawings and captions on this page 


are ready for you to” 





Add photos and text on Your staff, plant. 


even more if you also bring him an idea 
he can use. That is why we present four 
Idea Sketches monthly for you to repro- 
duce from the left-hand page below. 

The idea can be quite a simple one, 
yet it should have unusual elements your 
prospect will welcome. Often such fea- 
tures may be familiar to you, but quite 
novel to him! 

As the captions are already addressed 
to your trade, simply reproduce these for 


letterpress or offset—with the sketches. 
Add copy you write about your staff, your 
plant, your new type faces and presses, and 
effective jobs you just completed which 
are producing good sales results for your 
customers. 

Invite each reader to study these Idea 
Sketches to see if one or more of them can 
do a job for him—to announce a new 
product or service, a new sales idea, a 
special event, etc. 


The four captions below are addressed to the printing buyer 
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card all in one. 


Here’s a self-mailer we can produce for you that is adaptable for many 
direct mail uses. It is an envelope that seals over the edge of the address 
area, a short covering letter, an ad folder, an order form, and a reply 
Its small size attracts attention, and it can stand up on 


If your business depends on frequent mail contact with each prospect, let 
us help you make it easy for him to send queries and/or orders to you. One 
8%x11-inch gummed sheet has three query-order forms he attaches to his let- 
terheads or requisition forms, plus three business reply labels he moistens 
























































































































































your prospect’s desk. The center panel can carry a calendar for the month and places on his own envelopes. The piece folds down to 234x414 inches 
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Use a chain letter to multiply contacts on your regular mailing list by three. 
Hand or mail this piece (it folds to 4x91 inches for a number 10 envelope) 
to “A” on your list. “A’’ detaches his unit and passes the rest on to a friend, 
“B’’, who detaches his unit and hands or mails remaining unit to his friend, 
“C”. The piece works best for a free sample, booklet, or reduced-cost item 





Short, informative letters are more apt to be read by your prospects than 
long letters. Here’s a campaign of four mailing cards we can print for you 
all at one time on an 8%x11-inch sheet. It makes four miniature letters, 44x 
5% inches. The address side has a 2%4-inch deep section for your name and 
address and your prospect’s with an “L-shaped area for pictures or an ad 
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"of many styles you can use in your 


also, can be used by your trade! 





~ ewn promotions. Some of these ideas, 


Enclose a reply card to request a quota- 
tion on .any idea, or ask your reader to 
simply phone so your representative can 
bring a dummy of the right size and kind 
of paper. 

At the upper left on the left page below 
is an unusual self-mailer. It gets attention 
because it is smaller than average, opens 
to great length, and serves as a stand-up 
“easel”, making a desk keepsake for your 
customer. 


To its right is a novel way to use an 
814x11-inch sheet of gummed paper to 
supply three inquiry and/or order forms 
to be moistened and attached to a firm’s 
own letterhead or requisition form, and 
three business reply labels to be attached 
to the firm’s own envelope. It folds so a 
short covering letter appears on the sur- 
face. Units are later torn off as needed, 
along the folds. Meanwhile, it opens out 
to standard filing size. 


At the bottom left on the left page is a 
simple way to multiply a mailing list by 
three—using a chain letter principle. The 
first person on your list receives the num 
ber one copy and passes on the remaining 
two copies of the combined letter and re- 
ply envelope to a friend, who retains num- 
ber two and, in turn, mails or hands num- 
ber three to a friend of his! The incentive 
can be a free booklet, or sample, or sale 
at a reduced rate. 


The four captions below are addressed to the printer 
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Here’s a giant “business card” for your salesmen. It folds to 3x5 inches, 
opening to the usual 3’2x15-inch shape and size. It stands on your prospect's 
desk like an easel, showing three Idea Sketches from the opposite page. Sec- 
tions can be detached and filed in a file card box by the projecting tab for 


reference use. Many of your prospects can use this idea for their own mailings 


“Printing Helps Your Business Go Places!’ You can dramatize this theme by 
using the luggage-shaped piece shown above. It can be guillotine cut after 
French-folding to produce this attention-getting shape without die-cutting. 
It has room for three Idea Sketches with the caption for each one, as shown, 
on the adjoining panel. It also provides space for ads about your business 











“Match Book” Title of Idea // 


Inserts 









Insert 
Three or Four oe 
3 Y4-Inch-Square |: 
Idea Sketches 
Here 


ce ye 










































































— Fold 
Self-Mai 
Mailer ssouppy Letterhead 
One Form s,320dsouqg —————_ 
Indicia — &3] ssoyug ax |] ————— 519" 
/2 
Fold 
Ad So AT 
82x11" a Signed 
Work and Turn Se 
Mails Out 
Inner Idea #2 idea +1 24x44" 
Spread 
p> 
Three <<. Caption +1 
lea = 
Sketches Idea +3 Caption +2 
x +~}$— Caption +3 























A shortfold business card novelty tucks into a stitched-down flap at its short 
end like a cover for book matches. With the cover (business card) opened out 
it stands open, easel-like, on your prospect’s desk, exposing miniature file 
cards which bear Idea Sketches. The cards should be run on same stock as 
the cover, cut apart, and tucked inside the flap. Title shows on the top tab 


Print this piece on 8¥2x11-inch sheet, work-and-turn, with one lockup, make- 
ready, and press run. Cut to 512x812 inches and French-fold to 2%4x41% to mail 
or hand out. This is slightly larger than the 234x4-inch minimum size for 
mailing. The inside spread contains three Idea Sketches. Their captions are 
grouped at the lower right panel. You can place your ad copy on back cover 
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Special Stitch-A-Fold 
Model From Macey Co. 


The Macey Co. has introduced a special 
new model of the Stitch-A-Fold. This de- 
vice is designed to be attached to any bank 
on a folding machine, the company report- 
ed. It will take signatures as they come off 
a folder, stitch the stock, and put in the 
final fold. The unit will take signatures of 

p to 16 pages of 60* book paper, stitch 
and fold them into 32-page booklets. 

The new model has a maximum flat 
signature size of 1214x19 inches and a 
minimum of 5x7 inches. It has a maxi- 
mum production speed of 7,000 books per 
hour, the manufacturer claims. The unit is 
mounted on rubber wheels and can be 
rolled away from the folder when not in 
use 

For information: Macey Co., subsidiary 
of Harris-Intertype Corp., 13835 Enter- 

rise Ave., ¢ leveland >>. 


Grafarc-Unilight Arc Lamp 

A new arc printing lamp has been de- 
veloped specifically for use in the roto- 
gravure field by the Strong Electric Corp. 
It can also be adapted to any copying proc- 
ess, such as intaglio screen, halftone, offset, 
blueprinting, and contact, according to the 
company. 

Known as the Grafarc-Unilight, the 
lamp combines the light steadiness and 


Grafarc-Unilight can be adapted to any copying 


process, such as intaglio screen, halftone, etc. 
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The special Stitch-A-Fold model is designed to be attached to any bank on a folding machine. 
It will take signatures as they come off a folder, stitch the stock, and put in the final fold 


color temperature uniformity of the Graf- 
arc lamp with high uniformity of inten- 
sity over the entire copy area made possi- 
ble by the Unilight point-light equalizer 
with its rotating diaphragm, the company 
reported. It was designed for use with 
commonly-used frame sizes and permits 
the uniform exposure of large copying 
surfaces at short distances. 

For information: Strong Electric Corp., 


57 City Park Ave., Toledo 1, Ohio. 


Mosstype Rubber Plate Wash 

A new nonflammable, nontoxic prepar- 
ation for cleaning and conditioning rub- 
ber printing plates has been introduced 
by the Mosstype Corp. 

Mosstype Rubber Plate Wash, accord- 
ing to the manufacturer, facilitates the re- 
moval of fresh and dry caked ink, finger 
marks, grease spots, and other dirt. 

The new plate wash is said to be safe 
for natural and synthetic rubbers, as well 
as stickyback. It is supplied in concen- 
trated powder form for mixing with ordi- 
nary tap water. 

For information: The Mosstyre Corp., 
150 Franklin Turnpike, Waldwick, N. J. 


Davidson Offset Ink Cartridges 

Eleven offset ink colors and black pack- 
aged in one-pound cartridges are now 
available from the Davidson Corp. The 
inks are easy to use because no knife is 
needed to transfer the ink from can to ink 
fountain, Davidson reported. There is no 
waste ffom skinning. The ink is dis- 
charged in a bead from the cartridge. 

For information: Davidson Corp., 29 
Ryerson St., Brooklyn 5. 


Regent Paper Cutters 


Three new Regent automatic clamp pa- 
per cutters, in 3414-, 42-, and 52-inch 
sizes, have been introduced by Lawson Co. 

The cutters offer 42-strokes-a-minute 
knife speed, with right-to-left knife ac- 





Regent paper cutters feature hydraulic clamp- 


ing and standard or automatic spacer operation 


tion. The shear angle is long and low for 
cutting smoothly and accurately through 
heavy lifts, Lawson reported. Clamp open- 
ings range from 414 inches on the 3414- 
inch cutter through 6 inches on the 52- 
inch machine. 

The clamps are fully hydraulic with an 
engineered clamp lead to assure that ex- 
cess air is fully removed from the lift 
before the knife starts to cut. Clamp pres- 
sure can be adjusted from the front. 

Other features offered by Lawson in its 
line of Regent cutters include two-hand 
operation, three-piece fingered back gauge, 
photo-electric safety beam, all controls on 
front of cutter, leak-proof hydraulic tank 
cast in the base, micrometer handwheel 
adjustment, magnified back gauge scale. 

For information: Lawson Co., Division 
of Miehle-Goss-Dexter, Inc., 2011 Hast- 
ings St., Chicago 8. 
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International Paper’s Ti-Opake gives opacity 
plus brilliant reproduction like this 


(Its amazing ink stand-out brings life to your picture) ren psce = 














What you should know about INTERNATIONAL TI-OPAKE 


—a leading member of International Paper’s first family of fine papers. 


NTERNATIONAL Ti-Opake gives you 
I opacity in a lighter weight paper. You 
can print both sides of this bright, blue- 
white paper without show-through. 

Ti-Opake takes ink perfectly. Dries 
quickly without feathering or offsetting. 
And its clean surface and high level of 
printability help bring pictures to life. 
You can count on excellent printing re- 
sults with International Ti-Opake—in bril- 





liant full color or striking black and white. 

International Paper’s Ti-Opake is a 
multi-process paper. It can be used for 
offset-lithography, letterpress, silkscreen, 
or sheet-fed gravure. 

Ti-Opake is versatile. In both smooth 
and vellum finishes it can be used for 
brochures, stuffers, greeting cards, price 
lists, booklets, inserts, annual reports, and 
announcements. And you will find its fast- 


drying properties make it ideal for rush 
letterpress jobs. 

Ask your paper merchant today about 
the newly-designed 8 42 x 11 ream-sealed 
packages with handy pull-tape opener. 
They are made to order for small offset- 
duplicating presses and come in conven- 
ient pull-tape junior cartons. International 
Ti-Opake is also available in all standard 


book sizes. 


Fine Paper Division INTERNATIONAL PAPER New York 17,N. Y. 
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A special steel rack has been designed to hold 
Job-N-Velope, a large re-usable job envelope 


Job-N-Velope Designed 
To Facilitate Production 


The Job-N-Velope Co. has announced 
a new production aid—the Job-N-Velope. 
This is a large re-usable job envelope with 
features designed for controlling and 
keeping together all materials for indi- 
vidual jobs and projects while they are in 
work. 

Designed for use in art and design 
studios, advertising departments, silk 
screen shops, printing and litho plants, 
etc., the new envelope measures 23x161/4 
inches and is constructed of reinforced, 
heavyweight, red rope wallet stock. Two 
brass eyelets hold a prong paper fastener 
to which is attached a job ticket. 

For information: Job-N-Velope Co., 
154 Nassau St., New York 38. 


Litho Plate Hangers 

Press-Litho Cabinets has produced a 
new plate hanger made of rustproof, gal- 
vanized 9-gauge steel. According to the 
manufacturer, the hangers are formed at 
the correct angles for use and can be used 
singly for small plates or in pairs for 
larger ones. They have a curved end with 
a 1%-inch inside diameter to fit over a 
one-inch pipe. The hook end has a 14- 
inch inside diameter to hold all the plates 
which can be hung on it. 

For information: Press-Litho Cabinets, 
2227 Sunset Blvd., Los Angeles 26. 


Davac AP Label Paper 

The Nashua Corp. has developed a new 
adhesive-coated label paper called Davac 
AP (all purpose) label paper. The new 
grade incorporates the advantages of a 
label which has a strong glue and at the 
same time eliminates the blocking prob- 
lems usually associated with the use of 
conventional strong-glue labels whenever 
high humidity is encountered, the com- 
pany claimed. 

For information: The Nashua Corp., 
Nashua, N. H. 


Heinz Portable Collator 


A portable collator, developed for 
printers that do not require elaborate 


equipment for gathering multiple pages 
of reports, bulletins, catalogs, price lists, 
forms, and brochures, has been introduced 
by the A. P. Heinz Co. This new principle 
in manual paper gathering techniques fa- 
cilitates a simple, fast, and nonfatiguing 
two-handed operation at speeds unobtain- 
able by manual gathering methods, the 
manufacturer claims. 

The lightweight aluminum construc- 
tion makes the collator easy to move 
around. It occupies only one and a half 
square feet of table space and weighs only 
seven pounds. Each of the 12 stations hold 
300 sheets of 20* paper, and any paper 
size up to 17x11 inches can be accom- 
modated. Center rods pull out for paper 
wider than 814 inches; spring spacers are 
used for paper measuring under 11 inches 
in length. 

For information: A. P. Heinz Co., 2422 
Lunt Ave., Chicago 45. 


Web Torque Control Unit 


A web torque control unit has been in- 
troduced by the Web Control Corp. Ac- 
cording to the manufacturer, an internal 
bridging of two rotating parts doubles the 
torque capacity of the existing CF400, 
CF511, FL1000, and 15LT units. The ex- 
ternal dimensions are exactly the same as 
the single capacity units, and the internal 
construction permits the same low torque. 

The double capacity unit has a one- 
knob control box for clutch and brake. It 
uses oil shear for torque, for cooling 
through recirculation, and for lubrication, 
making the unit practically maintenance 
free, the firm reported. 

The units can be used on all torque or 
speed-controlled transmissions from frac- 
tional to 150 hp in the web filament, 
hoisting, and similar fields. 

For information: Web Control Corp., 
318 Briarcliffe Rd., West Englewood, 
N. J. 


Katex Bookbinding Adhesive 

Adhesive Products Corp. has developed 
a nonflammable bookbinding adhesive, 
called Katex, which bonds vinyl plastic 
book covers to paper and uses the same 
methods and equipment used to adhere 
paper book covers. The adhesive may be 
applied by brush, spray, or machine, and 
can be cleaned from equipment with soap 
and water before it dries. It is available in 
one- and five-gallon cans, as well as 55- 
gallon drums. 

For information: Adhesive Products 
Corp., 1660 Boone Ave., New York 60. 


Interchangeable Type Bar 

An interchangeable type bar to facili- 
tate scientific and specialized business 
typing has now been included as a stand- 
ard feature on the Remington electric 
typewriter by the Remington Rand divi- 
sion of Sperry Rand Corp. The new type 


bar enables a typist to snap in special sym- 


bols which may be needed for typing work 
in any of 18 fields of science and business. 

For information: Remington Rand Di- 
vision of Sperry Rand Corp., 315 Park 
Ave., S., New York 10. 


Twin-Feeder Labeling 
Machine by Magnacraft 


Magnacraft Manufacturing Co. has de- 
veloped a new labeling machine, which is 
said to affix over 30,000 mail labels an 
hour on magazines. The model RS-65 
twin feeder now does the work of two 
machines, handling either or both elec- 
tronic and standard labeling tapes. Labels 
are permanently affixed with perfect align- 
ment every time, the company claims. 

The machine will handle magazines 
from 5x7 inches up to 12x18 inches; 
thicknesses up to 39; of an inch. It is 12 
feet long, 3 feet wide and 4 feet high. 
Automatic town sorting and automatic 
diverting of singles may be accomplished 
with the machine. 

For information: T. W. & C. B. Sheri- 
dan Co., 220 Church St., New York 13. 





RS-65 twin-feeder labeling machine will handle 
magazines from 5x7 inches up to 12x18 inches 


Perfo-Strip Perforating Rule 

An offset perforating rule, Perfo-Strip, 
has been introduced by the B. E. Sanders 
Co. According to the company, Perfo- 
Strip assures long, trouble-free, print-and- 
perforate runs because the rule is securely 
attached to the impression cylinder by 
special tape applied to both sides of the 
teeth. 

Perfo-Strip with special tape is avail- 
able with a choice of 8, 12, or 16 perfo- 
rations to the inch. Sanders reported that 
Perfo-Strip rules for snap-out forms or for 
scoring are also available. 

For information: B. E. Sanders Co., 
Tulsa, Okla. 


Goss Paster Tab 

The Goss Co. has introduced a Paster 
Tab for use in preparing newsprint rolls 
for automatic paster operation. This tab, 
which is glued on two surfaces, holds the 
leading edge of the top sheet against the 
roll until the splice is made. Paster Tabs 
are packaged in moisture-proof envelopes. 

For information: Goss Co. Division of 
Miehle-Goss-Dexter, Inc., 5601 W. 31st 
St., Chicago 50. 
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High-Speed, Web-Fed 
Press Designed by Karr 


A new automatic, multipurpose, high 
speed, die-cutting, web-fed press for use in 
blanking, punching, and scoring has been 
introduced by Karr Engineering Service, 
Inc. The company reports that it is adapt- 
ed to paper, plastic, and metal stock. 

According to the manufacturer, the 
unit, known as the Karr Model P-5O, 
handles a 50-inch web width of stock in 
thicknesses from 0.0005-inch to any thick- 
ness that is available in web or roll form. 
The P-50 has speeds up to 200 platen 
strokes per minute and at its maximum, 
with automatic sheeter, is capable of pro- 
ducing 12,000 sheets, 50x50 inches, per 
hour, Karr claims. 

The press can be furnished with print- 
ers for printing both sides at one time or 
one side in one or more colors. 

For information: The Karr Engineering 
Service, Inc. of 2920 W. Clybourn St., 
Milwaukee. 





The Karr Model P-50 high speed, web-fed press 
has speeds up to 200 platen strokes per minute 


New Device Reduces Normal 
Cleaning Time on Spacebands 

L. B. Lucy, chief machinist for the 
Little Rock Arkansas Democrat, has in- 
vented a device for Linotype and Inter- 
type machines which is said to eliminate 
hair lines and reduce the normal cleaning 
time on spacebands. 

The device furnishes a silicon coating 
as the spacebands pass the felt material of 
the Spaceband Aid. This process helps 
prevent metal from forming on the space- 
bands, and hair lines which cause imper- 
fections on type faces can be eliminated. 
The typesetting aid can be installed in a 
few minutes; the only wear is on the felt, 
which is replaceable. 

For information: L. B. Lucy, Chief Ma- 
chinist, Arkansas Democrat, Little Rock, 


Ark. 


Special Purpose Duplicator Inks 
Three special purpose duplicator inks 
have been developed by the Colitho Divi- 
sion of the Columbia Ribbon and Carbon 
Manufacturing Co. The inks are a mag- 
netic ink designed to be used in conjunc- 
tion with high-speed data processing tech- 
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niques; a black proof press preprint ink 
designed to be used for preprinting direct 
image paper plates on proof press equip- 
ment from type-set composition, and a 
black dual-purpose offset and letterpress 
preprint ink. 

For information: The Colitho Division, 
Columbia Ribbon and Carbon Manufac- 
turing Co., Glen Cove, N.Y. 


Dynion Water Purifying Filter 
Developed for Lithographers, Etc. 

A new water purifying process is now 
available to lithographers, platers, and 
photographers. Known as the Dynion 
Water Purifying Filter, it was developed 
by the Scharf Manufacturing Co. to elimi- 
nate spots, checks, or streaks in coatings on 
offset plates; roughness and cloudiness in 
quality decorative plating, and scratches, 
spots, and streaks in negatives. 

Capable of removing suspended micro- 
size-matter from ordinary tap water, the 
filter delivers pure, polished water for 
clean, unblemished work, the company 
claims. The filter can be installed with a 
minimum of plumbing to the cold water 
line. 

For information: Scharf Manufacturing 
Co., 6120 Binney, Omaha, Nebr. 


H.&H. Model LC-N, Larger 
Capacity Dryspray Unit 

A larger capacity Dryspray unit that 
prevents ink offsetting, smudging, and 
sticking on letterpress, offset, flexographic 
presses, etc., has been introduced by H. & 
H. Products, Inc. The unit, Model LC-N, 
has a container that holds 10 pounds of 
powder, enough to allow continuous use 
all day on one filling, according to the 
manufacturer. 

Three air regulators provide control of 
spray powder. One regulates powder, with 
1 to 15 pounds of pressure for fine to 
heavy spray; a second regulates air at the 
nozzles to control velocity of the powder 
as it leaves nozzles to insure proper spread, 
and the third regulates air line pressure. 

For information: H. & H. Products, Inc., 
1930 S. State St., Chicago 16. 


Dri-Rite Carbon Paper 

A new carbon paper product, Dri-Rite, 
has been developed by the Standard Man- 
ifold Co. as a result of research on mag- 
netic inks. Made with live, fluid ink rather 
than waxes and carbon black, Dri-Rite 
offers the advantage of clean, smear-proof 
copies and records, regardless of whether 
they are machine or hand written, the 
company claimed. 

For information: Standard Manifold 


Co., 333 W. Lake St., Chicago 6. 


Halftone Screen Finder 

A halftone screen finder that identifies 
a wide range of screens from 60 to 175 
lines has been introduced by Cobb Shinn. 
In addition to fine offset lithography 





screens, the finder also includes agate, 
nonpareil, and pica measures. It is 2x10 
inches in size and made of durable 0.03- 
inch clear laminated vinylite. 

For information: Cobb Shinn, 721 
Union St., Indianapolis 35, Ind. 


New Dual Point Static 
Eliminator From Takk 


A static eliminator bar with two rows 
of emitting points has been developed by 
the Takk Corp. This doubles the amount 
of discharge from a single bar and in- 





The Dual Point Static eliminator, developed by 


the Takk Corp., has two rows of emitting points 


creases the breadth of scan. According to 
the company, when the bar is set at six 
inches from the material to be discharged, 
the ionization field is 14 inches wide. 

Control of current through a patented 
resistance principle assures high ioniza- 
tion without a shock hazard, the firm 
claimed: Operated from a standard Takk 
power unit, the bars can be installed in a 
series or in conjunction with other Takk 
Model 90 bars. 

For information: The Takk Corp., 6667 
Mullen Rd., Cincinnati 39. 


NuArc Flip-Top Platemakers 

The addition of the FT-52 unit to its 
flip-top platemaker line has been an- 
nounced by the nuArc Co., Inc. The new 
unit operates on the same basic principle 
as the company’s other flip-top units. 
Once the time is set for the desired expo- 
sure the arc strikes itself and continues to 
burn with no attention necessary until the 
time interval elapses, the manufacturer 
claims. 

For information: nuArc Co., Inc., 4110 
W. Grand Ave., Chicago 51. 


Improved Statikil Formula 

An improved Statikil formula is now 
available in self-spraying cans or in bulk 
for use in neutralizing static electricity. 
The product has several applications for 
eliminating static electricity in graphic 
arts equipment. They include plastic and 
plastic-making machinery, paper stock, 
paper manufacturing and printing ma- 
chinery, photographic dryers and devel- 
opers, etc. 

For information: Statikil, Inc., 1220 W. 
Sixth St., Cleveland 13. 
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Wrap-Around Blanket 
For Rotary Letterpress 


The first practical wrap-around press 
blanket for rotary letterpress use has been 
developed by the Dayton Industrial Prod- 
ucts Co. Made for its Dayco division, the 
new blanket uses a special rubber-viny]- 
resin face compound for superior ink re- 
ceptivity and low swell, according to the 
manufacturer. 

Dayton claims that increased face thick- 
ness, higher than normal press blankets, 
and stabilized blending of the new com- 
pound help control uniform blanket ink 
action on the rotary cylinder of the new 
presses. The new blanket face compound 
also offers high resistance to ozone, heat, 
oil, grease, and abrasion, the company 
said. The blanket can be readily removed 
for cleaning. 

Thickness and high resiliency of the 
new blanket assures precision coverage 
for plate ink even with shallow relief 
plates without marking or bottoming, 
Dayton reported. 

For information: The Dayton Industrial 
Products Co., Division of the Dayton 
Rubber Co., Melrose Park, Il. 





Challenge proof press features packed cylinder, 
cylinder grippers, impression trip, feed board 


Challenge Proof Press 

A new model proof press, designed to 
meet the need among printers for a low- 
cost, versatile press capable of producing 
quality proofs, has been introduced by 
Challenge Machinery Co. The new press 
features a packed cylinder, cylinder grip- 
pers, an impression trip, and a feed board. 
Forms up to 131!4x18 inches can be 
handled. 

For information: The Challenge Ma- 
chinery Co., Grand Haven, Mich. 


Rutherford Contact-Aid 

Newton’s rings, long the bane of plate- 
makers in the graphic arts, are brought 
under control by a new spray powder in- 
troduced by the Rutherford Machinery 
Co. Known as Rutherford Contact-Aid, 
the product is the commercial form of a 
formula developed for assuring a smooth, 


air-tight, “ring-free” contact between film 
and plate, the company reported. 

Contact-Aid comes in a lightweight 
plastic squeeze container; the contents 
may be projected in a light cloud across 
and above a film. When properly used, 
the product will not be visible on the sur- 
face sprayed, Rutherford said. 

For information: Rutherford Machin- 
ery Co., Division of Sun Chemical Corp., 
750 Third Ave., New York 17. 


Improved ATF Offset Press 


The new improved ATF Chief 24 off- 
set press will operate at speeds up to 6,500 
impressions per hour, according to Ameri- 
can Type Founders Co. The press has been 
reéngineered to provide for stronger, 
quieter, trouble-free operation, ATF said. 
Maximum sheet size is 18x24) inches. 

The variable speed drive has been im- 
proved with new springs and stronger 
belts. Ball bearings and roller bearings 
have been introduced in all ink form roll- 
ers and dampening form rollers, dampen- 
ing oscillating roller, and the smaller ink- 
ing roller. The company is also using 
sintered lubricating materials in all rollers 
in the ink unit, oscillating dampening 
roller, and the thrust bearing on the large 
inking drum. 

For information: The American Type 
Founders Co., Inc., 200 Elmora Ave., 
Elizabeth, N. J. 


Apco Impact Coated Papers 

The Appleton Coated Paper Co. has an- 
nounced a new tinted stock, Apco Impact 
coated book and cover. According to the 
company, Apco Impact coated book is an 
entirely new concept in printing papers 
and inks based on research by Faber Bir- 
ren and by leading ophthalmologists and 
psychologists. 

The new formula for printing combines 
five softly tinted papers (Jonquil, Suntex, 
Coral, Mint Green, and Azure Blue) with 
color-related inks to obtain optimum re- 
flectance contrast for restful reading. 
While black ink and white paper produce 
a contrast ratio of 17 to 1, the Impact for- 
mula reduces this to the ratio of approxi- 
mately 8 to 1, Appleton claims. No black 
is used at all in the formula. 

For information: The Appleton Coated 
Paper Co., Appleton, Wis. 


Goodkin Vertical 18-Inch Adapter 


The M. P. Goodkin Co. now has avail- 
able a special adapter head that facilitates 
the use of the Goodkin Vertical 18 as a 
copy camera for the new Kodak Ektalith 
method of making paper offset masters. 
This camera and the Goodkin Same-Size 
and Vertical 24 cameras, are adaptable for 
other matrix-transfer processes, the com- 
pany claimed. 

For information: M. P. Gocdkin Co., 
112 Arlington St., Newark, N. J. 





The A1144 Pulsed Xenon Are Ascorlux assembly 


can be used for copy board and other operations 


Pulsed Xenon Arc Ascorlux 

The Model A1144 Pulsed Xenon Arc 
Ascorlux assembly has been introduced by 
the American Speedlight Corp. Consisting 
basically of two 1,000-watt camera lamps 
(strip lights) and a B1144 power supply, 
the unit can be used for copy board and 
other operations, the company rerorted. 

For information: American Speedlight 
Corp., Middle Village 79, N.Y. 


Web-Offset Perfecting Unit 

A web-offset perfecting unit has been 
announced by Hess & Barker. The new 
unit, manufactured in two standard sizes, 
2234x36 inches and 2314x381! inches, 
will operate at speeds up to 800 fpm, the 
company claims. 

According to Hess & Barker, the per- 
fecting units are being used for four-color 
printing of two sides and in multiple 
webbing operations. Delivery is into a 
folder or high-speed sheeter. Motorized 
running register control, enclosed helical 
cylinder gearing, automatic pressure lubri- 
cation, and extended roller-setting con- 
trols are featured on the unit. 

For information: Hess & Barker, 930 
Washington Ave., Philadelphia 47. 


ATF Lithomaster Duplicator Inks 

A new line of packaged inks specifically 
designed for office duplicators has been 
introduced by the American Type Found- 
ers Co. According to the manufacturer, 
the Lithomaster inks print sharp and clean 
with rapid setting and fast drying with 
maximum stability on the press. 

Testing has proved them equally ideal 
for direct image and presensitized plastic, 
as well as paper, zinc, and similar plates, 
ATF claims. Other features include uni- 
form consistency and color, high finish 
on regular coated stock, and brilliant fin- 
ish on enamel, Kromekote, and similar 
papers. 

For informat.on: The American Type 
Founders Co., Inc. of 200 Elmora Ave., 
Elizabeth, N. J. 
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Plastic Binding Corp. 
Introduces New Machines 


The Plastic Binding Corp. has designed 
two units for heavy-duty use in binderies, 
printing plants, and lettershops that re- 
quire punching and plastic binding equip- 
ment. The units are the Model 30 electric 
punching machine and the pedal-operated 
Model 30. 

Features of the punching unit include 
Plastico double shearing action, which 
permits punching dies to bite into tough 
manuscripts progressively, instead of all 
dies descending simultaneously. Punch- 
dies are individually secured and can be 
replaced singly as needed. The punching 
area is 15 inches wide and the dies can 
accommodate more than twice that width 
by punching the same sheet two, three, or 
four times, side by side. 

The binding unit, foot-pedal operated, 
provides a metal table with enough space 
to hold both completed work and work in 
progress. An adjustable shelf keeps covers 
and body pages within reach, ready for 
binding. The binder has individual revers- 
ible hooks and utilizes individual pins that 
can be replaced as necessary. The binding 
area is 15 inches wide. 

For information: The Plastic Binding 
Corp., 732 Sherman St., Chicago 5. 


Whiter-Than-White Twin Tone Cover 
Peninsular’s Twin Tone Cover line 
now has a brighter, whiter color achieved 


through new brighter pulps and the new 
laboratory control techniques. The line, 
manufactured by Peninsular Paper Co., 
will now be referred to as “Whiter-Than- 
White” Twin Tone Cover. 

For information: Peninsular Paper Co., 
Ypsilanti, Mich. 


Amazone Linked Script Type Face 

Amazone, a new linked, unkerned script 
type face, produced by Typefoundry Am- 
sterdam, is being distributed in the United 
States by Amsterdam Continental Types & 
Graphic Equipment, Inc. The type is avail- 
able in body sizes from 14 to 60 points, 
the company reported. 

For information: Amsterdam Conti- 
nental Types & Graphic Equipment, Inc., 
268 Park Ave. S., New York 10. 





A mazane. a new 











Amazone, new linked, unkerned script type face, 
is available in body sizes from 14 to 60 points 


Magenta Contact Screen 

A 110-line magenta contact screen, de- 
signed for photoengravers using the new 
powderless etch process, has been added to 
Eastman Kodak’s graphic arts line. Other 
screens with 65, 85, 100, 120, and 133 
lines per inch also are available. These 





screens are available in all standard sizes 
from 8x10 through 24x24 inches. 

For information: Graphic Reproduc- 
tion Sales Division, Eastman Kodak Co., 
Rochester 4, N.Y. 


Unisorb Level-Rite Machine Mount 

A new model “UL” Unisorb Level-Rite 
Machine Mount has been developed for 
use under machines with leveling screws 
built into the feet or at the load bearing 
points. The mounts are available in sizes 
from 45@ to 10% inches square, with 
maximum loadings per unit up to 7,500 
pounds. 

For information: Unisorb Division, 
The Felters Co., 210 South St., Boston 11. 


Gay-Lee Linotype Saw 
The Gay-Lee Co. has added another 
specialty saw blade to its line of metal 
cutting saws. Called the Lino-Saw, it is 
designed to be used on Linotype machines. 
For information: Gay-Lee Co., Claw- 
son, Mich. 


Super Ink-O-Saver 

Acrolite Products has introduced Super 
Ink-O-Saver as a companion push-button 
product to its regular Ink-O-Saver. 

Super Ink-O-Saver is a new type of 
antiskinning agent which contains X-12, 
an ingredient that makes it compatible 
with all types of letterpress, offset, and 
silk screen printing inks. 

For information: Acrolite Products, 810 
Martin St., Rahway, N. J. 


Do Sales Techniques Pace Production Improvements? 


Concluded from page 56) 

to the account were over $75,000 with 
about $48,000 of that total for printing. 
Naturally, after working with an account 
for that length of time, we are fully aware 
of the sales problems involved. We know 
to whom the company wants to sell, the 
present market and its potential. The 
printing we have created has done much 
to increase the total volume of sales, and 
when we have an idea, we are always sure 
of an attentive hearing when the idea is 
presented. Printing salesmen can do the 
same thing because there are still many 
companies that have not retained the serv- 
ices of an agency. 

As a general rule printers have consid- 
erable difficulty in trying to sell agencies 
on a creative basis, but it is not impossible, 
particularly with the larger agencies, many 
of whom expend little or no effort on 
printing for their clients. Their main in- 
terest is in placing space and time. Agen- 
cies are a prime source of business for the 
printer, and everything possible should be 
done to cultivate such contacts. The print- 
er will have a few more problems in trying 
to get agency business, but usually an 
agency account is a fairly steady one. 
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Creative selling is also a lot more than 
the presentation of ideas. Basic knowledge 
of the printing business can help also. 
Suggest to your customers that they use 
the full area of the sheet on which any 
given job is being run. You’d be surprised 
how much extra business this will pro- 
duce for you. 

Suggest a second color on a black-and- 
white job. 

For economy, run two jobs at once even 
though one will not be used until some 
time in the future. 

Suggest a second use for a piece of art. 
With some slight revision it probably 
could be used in a new layout for another 
piece of printing. 

Suggest different kinds of paper, sug- 
gest envelopes, and other items that could 
be tied in with the piece being done. These 
things and others like them will do much 
to add to the value of every printing order. 
When you add value to your orders, you'll 
do much to get sales volume up to the 
point where the new machinery will start 
to pay off. 

Concentrate on present customers; it’s 
a lot easier to sell them than to sell new 
accounts. 


Printing plant management pays too 
little attention to the problems of its sales 
force. This should be changed. Set up a 
sales training program whether you have 
one or one hundred salesmen. Think seri- 
ously of getting good advertising help. 
Try to teach your men how to be sales- 
men, not just order takers. Get them to 
think; keep them enthusiastic about their 
jobs. Then, they will produce the busi- 
ness to keep your presses going. 


Offset Questions 


(Concluded from page 70) 

exists for an offset press. The test consists 
of running a large flat tint of 65% value, 
using a grainless plate and high gloss pa- 
per. A press that can run such a job with- 
out slur or streaks is in condition to run 
any kind of job, even fine reverse type. In 
making such a test, examine the flat tint 
from all angles, to detect any evidence of 
streaks. Then examine the edges of the 
dots with a 50X glass. The usual 10X or 
20X glass will not do. If you are looking 
for a fuzzy edge on the dot, it takes great 
magnification to find it. If one édge of a 
white dot is not as sharp as the rest of the 
dot, you have a slur. 
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Why Do You Entertain Buyers? 


By John M. Trytten 

In this era of Internal Revenue, all of 
us in selling are forced to take a long, 
cold look at the matter of business giving 
and customer entertainment. 

Urged on by the income tax people, we 
are impelled with increasing frequency to 
ask ourselves, “Just what is this customer 
entertainment accomplishing?” 

As a place to start, let’s take a look at 
the most common entertainment, the cus- 
tomer lunch. 

Many a printing salesman considers a 
week poorly planned if fewer than four 
noon hours are spent breaking bread with 
customers. He has become used to it over 
the years, and, if asked, he will support 
the practice generally with one of two 
reasons: (1) his customers expect it of 
him, and (2) it is a good way to “get close” 
to a customer or prospect. 

Both of these reasons can be valid and 
practical. Getting on close personal terms 
with a customer is important. Many a buy- 
er, furthermore, is expert at “forcing” 
luncheon invitations from salesmen. 

But one reason I have never heard 
stated is this: “I like to eat well, in a nice 
spot, preferably with company. Alone, I 
can’t afford either the money or the time, 
but with a customer, I can justify to the 
boss and myself the time and expense 
involved.” 

I shouldn't say I’ve never heard this. I 
know a couple of most successful sales- 
men who are financially able to afford the 
expense of extensive entertaining and who 
admit to me that they consider it one of 
the rewards their success entitles them to. 
A case could be made, I suppose, for the 
idea that this “playing the big shot” is 
part of the ego-feeding and confidence- 
building necessary in successful selling. 

Yet, with each of the two men I refer to, 
the success and the income of each came 
first. While building these up, entertain- 
ment was employed calculatingly as a sales 
tool. Each lunch, dinner, or gift was a 
planned step in getting the order, landing 
the account. The selfish indulgence came 
later, when it could be afforded. 


There are, of course, very good and 
practical reasons for taking customers or 
prospective customers to lunch. The point 
is to know in advance what these reasons 
are in each case rather than using them to 
cover up the fact that we hate to eat alone. 

Remember, your customer is only hu- 
man, and he, too, hates to eat alone. Let’s 
go around behind his desk, sit in his chair, 
and see why he likes to be taken out for 
lunch. Here are his reasons: 

1. It saves him lunch money. 











An IDEA to Sell Printing ” 





2. He gets better food and drink than 
he could afford. 

3. He can play the big wheel, both with 
the salesman and at his favorite oasis. 

4. He likes to get away from the office, 
enjoys an excuse to postpone getting back 
to the grind. 

5. He feels he’s getting a legitimate 
personal regard for the business he’s giv- 
ing you. 

6. He feels he can talk business with 
you better away from the office with its 
constant interruptions and intrusions. 

7. He likes you and enjoys your com- 
pany outside business. 

Take a minute to look these reasons 
over again; add, if you wish, a few more 
of your own. But please note how few of 
them have anything whatever to do with 
your objective—getting the order. 

Less than half of them. Right? But 
there you have it, nevertheless, from the 
buyer’s point of view. 

Now, ask yourself whether there is any- 
thing in the buyer’s attitude to make him 
feel, consciously or subconsciously, obli- 
gated to you for your luncheon favors. 
With few exceptions, there are no reasons 
for him to feel that way. 

In fact, I have known only one buyer 
who exhibited any feeling of obligation by 

(Turn to page 133) 














This TWA mailing, de- 
signed and prepared by 
Curtin and Pease, Inc., 
Toledo, Ohio, had a 
33% return. The head 
was mounted on spring 
and as the letter was 
opened, the head shook 
like it was ready for a 
complete rest-cure. 
Movement, action, and 
unusual approach al- 
ways lead to successful | 
sales letters, which in 
turn lead to an increase 
in sales of any product 
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17 1OUTH WABAIM, CHICAGO L KiMOH, SeaRBOEN 7 7409 


WHEN YOU 
FEEL LIKE THIS. 
Take This 


Yeo sir. .. there's nothing, absolutely nothing, like an Arizona 
Vacation to unwind the spring and put it back in your step where it belongs. 


It's the jand of eternal sunshine, crystal-clear air, recreation per - 
sonified. Arizona is waiting for you and TWA is ready to take you therey © 
Not only take you thery but give you ail available information about THE” 
vacation spot of the United States, If you will just fll out the ¢ nclosed 
cord we'll send you the TWA Sun Kit without obligation. It ¢ : 


and Rates to Tucson and 

oenix 

Arizona Entertainment Guide 

Tucson Hotel~Mote!l Rate Guide and Accomunodations 

Phoenix Hotel.Motel Rate Guide and Accommodations 

What to do ~ What to see book of Arizona 

PROOF positive weather map showing actual sunshine 
hours 


With this kit you can plan your vacation in detail. When to go - 
where to stay - what to see, nothing is ‘eft to chance. 


TWA is ready to fly you there quickly, efficiently, economically. 
May we serve you 


? 






Sincerely yours, 
-” » 
U fintbesf $ 
‘i i 
George V, Lambert 
District Sales Manager 
P.S. TWA has frequent daily non-stop 
Constellation service to Phoenix 
and Tucson. 
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THAT'S FAST SERVICE! 
WE ORDERED THIS PAPER 


When you need paper in a hurry, call your 
Hammermill Merchant. Getting you the paper you 
want, when you want it, is only part of his service 


to you. Besides, your Hammermill Merchant can ™ is 

help you choose the right paper for every job, make Ny RING 

dummies and assist you in many other ways. WA Ll 
Call your Hammermill Merchant the next time [P/s\ [P[s RS 

you want fast service, or any paper help. Hammermill Paper Company, Erie, Pennsylvania 


For the best in Paper, and the best in Service...call your Hammermill Merchant 
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Devoted to timely items concerning men and 
events associated with printing. Copy must reach 
editor by 15th of month preceding issue date 


William A. White Succeeds 
H. B. McCoy in BDSA Post 


William A. White, Sr., former gowern- 
ment official who became a consultant 
with the Union Carbide and Carbon 
Corp., has succeeded Horace B. McCoy as 
administrator of the Business and Defense 
Services Administration, which includes 
the Printing and Publishing Industries Di- 
vision. Mr. McCoy retired after 40 years 
of government service. 

Mr. White was active in the newspaper 
publishing field for 17 years before he 
joined the National Production Authority, 
predecessor of the Business and Defense 
Services Administration. He had been 
president and publisher of the Danbury) 
(Conn.) Times. He returned to that news- 
paper after one year of NPA service. In 
1954 he rejoined the Department of Com- 
merce as BDSA assistant deputy adminis- 
trator. Later on he became assistant admin- 
istrator, acting administrator, and at one 
time served in the Bureau of Foreign 
Commerce as chief of the United States 
Trade Mission to Ceylon. 





Expect 400 at PIA Web Offset 
Meeting in St. Louis April 20-22 


Registrations for the annual meeting 
of the Web Offset Section of Printing In- 
dustry of America are expected to exceed 
400, making this convention the largest 
since the section was organized in 1954. 

The Chase-Park Plaza Hotel, St. Louis, 
is the place where the three-day meeting 
will get under way on April 20. 

Section president James N. Johnson of 
Standard Publishing Co., Cincinnati, will 
present his report on the first day. “Web 
Offset Yesterday, Today, Tomorrow—In- 
ventory 1960” is the topic assigned to 
Frank M. Bitteto of Reader’s Digest As- 
sociation, Pleasantville, N.Y. Paul Lyle 
and Thomas Laffey of Western Printing 
and Lithographing Co., Racine, Wis., will 
discuss offset press crew selection and 
training. Dinner guest speaker will be B. 
D. Chapman, production operations man- 
ager of Time, Inc. 

Panel discussion of web offset produc- 
tion and production problems will run 
through the second day with Thomas Tay- 
lor of McCall Corp. as chairman. His 
panelmen will be Charles Cook of Haynes 
Lithographing Co., Rockville, Md.; Mi- 
chael Evans of Veritone Co., Chicago; 
Ural Fisher of Jensen Printing Co., Min- 
neapolis; Joseph Gajdos of Western 
Printing and Lithographing Co., Pough- 
keepsie, N.Y.; Henry Lackner of Inland 
Magill-Weinsheimer Corp., Chicago; 
Frank Petersen of Standard Publishing 
Co., Cincinnati, and John Wurst of Henry 
Wurst, Inc., Kansas City, Mo. 


George Fischer (left) demonstrates the Farrington Optical Scanner, a new reading machine with 
many applications in the graphic arts industry, to Grant Herman (center) of Kable Printing Co., Mount 
Morris, Ill., and Alan S. Holliday (right), president of the Research and Engineering Council of 
the Graphic Arts Industry, Inc. More than 70 members and guests of the council visted the 
Alexandria, Va., facilities of the Intelligent Machines Research Corp. to attend the demonstration 





Results of a survey of technical and me- 
chanical problems relating to presses, 
plates, paper, ink, blankets, and rollers 
will be reviewed on the final morning. 
Ben Offen of B. Offen & Co., Chicago, 
will head a panel consisting of the follow- 
ing men who conducted the survey: 

Herbert A. Asten of the Cottrell Co., 
Westerly, R. I., a division of Harris Inter- 
type Corp.; Stanley Johnson of Interchem- 
ical Corp., New York City; Albert Mat- 
terazi of Litho Chemical & Supply Corp., 
Lynbrook, N.Y.; Norman L. Rowe of 
Ideal Roller & Manufacturing Co., Inc., 
Long Island City, N.Y., and Harvey E. 
Sweetland of St. Regis Paper Co., Car- 
thage, N.Y. 

Further information may be obtained 
from George A. Mattson, managing direc- 
tor, Printing Industry of America, 5728 
Connecticut Ave., N.W., Washington 15. 


Scanner Reads 200 Letters 
Per Second and Cuts Tape 


Intelligent Machines Research Corp., 
Alexandria, Va., recently staged a demon- 
stration of the Farrington Optical Scanner 
for more than 70 members and guests of 
the Research and Engineering Council of 
the Graphic Arts Industry. They came 
from 49 companies in 14 states to ap- 
praise this reading device for its future 
graphic arts applications, such as automa- 
tion of typesetting and communications. 

The scanner was designed for reading 
at the rate of 200 characters per second. 
It reads upper and lower case typewritten 
pages, punctuation and numbers, and 
translates them into a code punched on 
paper tape for further processing. 

Those who made the field trip learned 
that the machine also reads insurance pre- 
mium notices and industrial production 
processing data. Twenty-six of the latest 
model scanners are in commercial opera- 
tion. One is used by Reader’s Digest for 
its subscription services. 

Other scanners are being produced for 
reading customer credit invoices, billing, 
and communication messages for further 
transmission. Future applications, accord- 
ing to the council, include reading of Rus- 
sian and other foreign publications for 
electronic translation into English. 

Intelligent Machines Research Corp. is 
a subsidiary of Farrington Manufacturing 
Co., Needham, Mass. 


Riegel Acquires Engineering Firm 

Bartelt Engineering Co., Rockford, IIl., 
manufacturers of specialty packaging ma- 
chinery, has become a Riegel Paper Corp. 
subsidiary. 
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Robert Hoe of R. Hoe & Co. 
Press Family, Dies at 83 

Robert Hoe, fourth generation mem- 
ber of the R. Hoe & Co. founding family, 
died on Feb. 8 at the age of 83. He was a 
descendant of Robert Hoe who came to 
New York from England in 1803 and 
later invented the hand-operated Hoe 
press. 

Mr. Hoe joined the company in 1899 
and became president in 1909. He invent- 
ed several improvements for Hoe presses. 
In 1913 he left the company but con- 
tinued as a director until the business was 
sold in 1924. He was the 1914-1916 
president of the Duplex Printing Press 
Co., Battle Creek, Mich. 


GP! Opens New Plant Near Winnipeg 

General Printing Ink Corp. of Canada 
Ltd., a subsidiary of Sun Chemical Corp., 
New York, has opened a plant in St. 


James, a suburb of Winnipeg. Thomas 
Findlay, mayor of St. James; H. M. Sleigh, 
assistant deputy minister of the Depart- 
ment of Industry and Commerce, and 
more than 300 representatives of the 
printing, publishing, and packaging in- 
dustries attended the opening ceremonies. 
Harold Tilston-Jones is manager. 


ideal Roller Expands Two Plants 

Ideal Roller & Manufacturing Co., Inc., 
Chicago, has completed expansion proj- 
ects on two of its plants, one in Chicago 
and one in Huntington Park, Calif. A 22,- 
500-square-foot, single-story unit was 
added to the Chicago plant, and a 3,600- 
square-foot addition was completed at 
Huntington Park. Ideal has two other 
plants, one in Long Island City, N.Y., 
which is scheduled to complete an expan- 
sion program later this year, and another 
in Chamblee, Ga. 











Get accurate line-up faster!... easier! 


When you have a base that’s designed 
for fast form layout—like the ingenious 
Blatchford Base—you can save a lot of 
time on make-up, lockup and register. 
How’s a base designed for speed? 
Well, just consider that unique Blatch- 
ford “Honeycomb” design. More than 
860 holes to the foot, guide lines every 
quarter inch in both directions. You 
spot and line up plates in jig time. 
Lockup? No matter the size or shape 
of the plates, Blatchford’s small-hole 
pattern always leaves anchor room 
around plate edges, catches can be in- 


serted where needed, with a minimum /: 


of shifting. 
Registration? It’s fast, sure and 


je 


simple, thanks to the action of the key 
in the Blatchford catch. A single turn 
moves the catch jaw four points. The 
action is positive—no spring or wobble. 
Once set, plates wiil remain in register 
on longest runs. 

Find out for yourself all about 
Blatchford’s many advantages. Write 
— today, if you can — for the free book- 
let that tells the whole interesting, 
money-saving story. 


Blatchford 


BASE siious nen / |} 
STANDARD METAL > 5 Yi) 
SER 


WNiational Bead Es 


Blatchford Base Dept., 25 Lafayette Street, Brooklyn 1, N. Y. . 
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Offices in Principal Cities 


Standard Packaging and 
Brown & Bigelow Merge 


Mrs. Charles A. Ward, president of 
Brown & Bigelow, St. Paul, Minn., and 
R. Carl Chandler, chairman of Standard 
Packaging Corp., New York City, an- 
nounced last month plans for merging 
these companies. 

Mrs. Ward and Philip H. Nason, a 
Brown & Bigelow director and president 
of the First National Bank in St. Paul, 
Minn., have agreed to serve on Standard’s 
board of directors. Ernest C. Patterson, 
executive vice-president of Brown & Bige- 
low, would continue in an active capacity 
as vice-president of the merged business. 

Standard Packaging Corp. is a manu- 
facturer of paper, paperboard, aluminum 
foil, flexible plastics, paper packaging 
products, and paper items for consumers. 
Current annual sales volume is said to 
be some $100-million. 

Brown & Bigelow is one of the largest 
producers of advertising calendars. The 
company also designs, manufactures, and 
sells a wide variety of items used by busi- 
ness firms for good will and promotion 
purposes. Some $50-million is said to be 
the annual sales volume for Brown & 
Bigelow and its subsidiaries. 


Beck Engraving Co. Purchases 
Colorcraft Co. of Philadelphia 

Colorcraft Co., Philadelphia, has be- 
come a wholly-owned subsidiary of the 
Beck Engraving Co. Purchase of the Color- 
craft business from the estate of Joseph 
Mazzaferri, who lost his life in an air- 
plane crash late last year, was announced 
by George D. Beck, chairman of the en- 
graving company. 

Colorcraft is continuing operations in 
its 2519 Germantown Ave. plant with no 
change in company name or personnel. 
Mr. Beck said that Colorcraft would con- 
cern itself exclusively with production of 
offset plates for the trade. 


Ennis Begins Addition at Chatham 

Work has been begun on an $80,000 
addition to the Chatham, Va., facilities of 
Ennis Business Forms, Inc. The new 
building will provide enlarged warehouse 
space and new quarters for the carbon 
paper manufacturing division. Ennis has 
also announced plans to install $250,000 
worth of new machinery at the Chatham 
plant. 


Chemco Dealer for Litho Chemical 

Chemco Photoproducts Co., Inc., Glen 
Cove, N.Y., has become a dealer for the 
products of Litho Chemical Supply Co., 
Inc. of Lynbrook, N.Y. All Litho-Kem-Ko 
chemicals for offset purposes are available 
through seven Chemco branches and its 
export organization. Litho Chemical Sup- 
ply has branches in Chicago and Los 
Angeles. 
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HOW TO PUT 





...at little more 
than the cost of 


black and white 


The idea is catching on. More and more, printers and 
advertisers are using colored ink on colored paper to 
get a pleasing, eye-catching effect with only one 
press impression. 

The added cost is negligible. Colored inks cost only 
a little more than black inks; colored papers cost 
only a little more than white papers of equal quality. 

So here’s an idea which, when applied to any press 





run, long or short, can result in great economy, 





actually giving a two-color* effect with one-color 
printing. 

Ask your nearby merchant (see other side) for 
samples of Beckett colored papers. 


*A multi-color effect can be secured by screening cer- 
Make your next one-color job a tain areas as we have done in our illustration. 
two-color production by printing 
with colored ink on one of the 

many beautiful colored papers in T H E B E C K E TT PA PE R C 0 M PA N Y 


the Beckett line. . . ee Sa: ieee ARS REP oo 4 to 








THESE LEADING MERCHANTS SELL BECKETT PAPERS 


ALABAMA 


Graham Paper Company 
Sloan Paper Company 
Partin Paper Company 


ARIZONA 


Butler Paper Company 
Graham Paper Company 
Graham Paper Company 


ARKANSAS 
Roach Paper Company 


CALIFORNIA 
Butler Paper Company 
Butler Paper Company 
Butler Paper Company 
Pacific Coast Paper Company 


COLORADO 


Butier Paper Company 
Graham Paper Company 
Butler Paper Company 


CONNECTICUT 


Carter Rice Storrs & Bement, Inc. 
Henry Lindenmeyr & Sons 
Carter Rice Storrs & Bement, Inc 
Henry Lindenmeyr & Sons 


DISTRICT OF COLUMBIA 
Stanford Paper Company 


Birmingham 
Birmingham 
Mobile 


Phoenix 
Phoenix 
Tucson 


Little Rock 


Long Beach 
Los Angeles 
San Diego 
San Francisco 


Denver 
Denver 
Pueblo 


Hartford 
Hartford 
New Haven 
New Haven 


The Barton, Duer & Koch Paper Company 


FLORIDA 
Jacksonville Paper Company 
Evergiade Paper Company 
Central Paper Company 
Capital Paper Company 
Tampa Paper Company 


GEORGIA 
Sloan Paper Company 
Macon Paper Company 
Atlantic Paper Company 


ILLINOIS 
J. W. Butler Paper Company 
James White Paper Company 
J. W. Butler Paper Company 


INDIANA 
Butier Paper Company 
C. P. Lesh Paper Company 
Butler Paper Company 


Jacksonville 
Miami 
Orlando 
Tallahassee 
Tampa 


Atlanta 
Macon 
Savannah 


Chicago 
Chicago 
Peoria 


Evansville 
Evansville 
Ft. Wayne 





The Central Ohio Pape: 





The Chatfield Paper , Pee ey ia 


C. P. Lesh Paper Company 
Mid-States Paper Company 


1OWA 


J. W. Butler Paper Company 
Western Newspaper Union. 
Weber Paper Company ........ 
Western Newspaper Union... 


KANSAS 
Butier Paper Company... 


Graham Paper Company DA 


KENTUCKY 


Graham Paper Company.......... 
Louisville Paber & Mfg. Co....... 
Rowland Paper Company......... 


LOUISIANA 


Butler Paper Company ...... we 
Graham Paper Company.......... 


Western Newspaper Union......... 


MAINE 


‘eho 
. Indianapolis 


.. Terre Haute 


.... Cedar Rapids 


Des Moines 
Dubuque 
Sioux City 


. .Wichita 
. Wichita 


... Louisville 
... Louisville 
... Louisville 


. New Orleans 


New Orleans 


.. Shr 





MARYLAND 

The Barton, Duer & Koch Paper Co... . . Baltimore 

Stanford Paper Company...... .... Baltimore 
MASSACHUSETTS 

Carter Rice Storrs & Bement, Inc... .....Boston 

Lindenmeyer Paper Co., Inc. ; . .Boston 

Carter Rice Storrs & Bement, Inc. Springfield 

Carter Rice Storrs & Bement, Inc. Worcester 
MICHIGAN 

Butler Paper Company Detroit 

The Union Paper & Twine Company Detroit 

Central Michigan Paper Company... Grand Rapids 

The Union Paper & Twine Company Jackson 
MINNESOTA 

John Boshart Paper Company . Duluth 

Butler Paper Company Minneapolis 

Graham Paper Company Minneapolis 

Inter-City Paper Company Minneapolis 

Paper Supply Company Minneapolis 

Inter-City Paper Company St. Paul 
MISSISSIPPI 

Graham Paper Company .......... .. Jackson 
MISSOURI 

Butler Paper Company : Kansas City 

Graham Paper Company............Kansas City 

Butler Paper Company St. Louis 

Graham Paper Company St. Louis 

Butler Paper Company... .. . . . Springfield 
MONTANA 

Wore ee Union........ ....- Billings 

Cc vi Billings 

Ward Thomgeen Paper ‘Company as a Butte 
NEBRASKA 

Western Newspaper Union..... .... Lincoln 

Western Paper Company....... .....,. Omaha 
NEW JERSEY 

Henry Lindenmeyr & Sons... . .. Hillside 
NEW MEXICO 

Butler Paper Company......... . .Albuquerque 

Graham Paper Company....... . .Albuquerque 
NEW YORK 

The Hudson Valley Paper Company... .. . . Albany 

The Alling & Cory Company... ..... Buffalo 

The Union Paper & Twine Company. Buffalo 

The Alling & Cory Company.......New York City 


Miller & ec Paper Company 


Division of The Alling & Cory Co. New York City 
Bulkley, Dunton & Company.......New York City 
Henry Lindenmeyr & Sons New York City 
Marquardt & Company, Inc. New York City 
Nelson-Whitehead Paper Corp..... New York City 
The Alling & Cory Company.......... . Rochester 
The Alling & Cory Company............ Syracuse 
Troy Paper Corporation.................. Troy 
The Alling & Cory Company.............. Utica 

NORTH CAROLINA 
Henley Paper Company............ . . Asheville 
Caskie Paper Company, Inc... ....... Charlotte 
Charlotte Paper eee: « Ta . Charlotte 
Henley Paper Company. . ..High Point 
Raleigh Paper Company. . hoary i's kn van ay Raleigh 
NORTH DAKOTA 
Western Newspaper Union............... Fargo 
OHIO 
The Chatfield Paper Corporation...... Cincinnati 


The Cincinnati Cordage & Paper Co... . . Cincinnati 
The Diem & Wing Paper Company..... Cincinnati 
The Whitaker Paper Company........ — 
The Central Ohio P Company...... Cleveland 


The Central Ohio Paper Company... ~. Columbus 
“The Central Ohio Paper Company......... Dayton 
The Cincinnati Cordage & Paper panei — 
The Central Ohio Paper Company......... T 


OKLAHOMA 
Graham Paper Company.......... emery” city 
Beene Paper Company.................: 
OREGON 
West Coast Paper Company............ Portiand 
PENNSYLVANIA 
Garrett-Buchanan Company ........... Allentown 
Lehigh Valley Paper Corporation....... Allentown 
The Alling & Cory Company.......... Harrisburg 
Bock Paper Company............... a 
Garrett-Buchanan Company ........... Lancas' 
Garrett-Buchanan Company ......... Philedeiphis 
D. L. Ward Company... ........... Philadelphia 
The Alling & Compa’ ERP Pittsburgh 
The Chatfield & Woods vad of Pa... .. Pittsburgh 
Garrett-Buchanan Company ............ Reading 
ee WEE GUND, cca wc uios pace cee ba Scranton 


RHODE ISLAND 
Carter Rice. Storrs & Bement, Inc... . . Providence 


SOUTH CAROLINA 





Palmetto Paper Company............. Columbia 
SOUTH DAKOTA 
Sioux Falls Paper Company......... Sioux Falls 
Western Newspaper Union........... Sioux Falls 
TENNESSEE 
Graham Paper Company............ ee 
Sloan Paper Company........... Chatta a 
The Cincinnati Cordage & Paper Co... . . Knoxville 
Graham Paper Compafy.............. Knoxville 
Graham Paper Company............... Memphis 
Graham Paper Company.............. Nashville 
TEXAS 
Graham Paper Company................ Dallas 
Southwestern Paper Company............ Dallas 
Graham Paper Company............... El Paso 
Southwestern Paper Company.......... Ft. Worth 
Graham Paper Company............... Houston 
Southwestern Paper Company........... Houston 
Graham Paper Company............... Lubbock 
Graham Paper Company............ San Antonio 
UTAH 
Western Newspaper Union........ Salt Lake City 
VIRGINIA 
Caskie Paper Company, Inc........... Ls a 
B. W. Wilson Paper Company........ ich 
WASHINGTON 
West Coast Paper Company............. Seattle 
independent Paper Company........... Ss ne 
Allied Paper Company................. acoma 


WEST anon apy 
Copes Papers. tee... oo. 5 ey ek Charleston 
The Cincinaati a & Paper Co... Huntington 


WISCONSIN 
Standard Paper Company.............. Appleton 
Steen-Macek Company .............. Green Bay 
Standard Paper Company.............. Madison 
Standard Paper Company............ Milwaukee 
Standard Paper Company... .... Wisconsin Sapids 


EXPORT AGENTS: 


Bulkley, Dunton Paper Co., S.A....New York 
Champion Paper Corporation, S. A... .New York cy 


WO: Wo cic cave ka vee ceased New York City 
Castex Paper Export Co........... New York City 
Pamco incorporated.............. Sea Francisco 

CANADIAN AGENTS: 
T. B. Little oy ROE dc cabs Montreal, 
arlane Son & Hod; , Ltd. 4 
-Hooke P.: cS wl aS Toronto, 
Wilson-Munroe , . Toronto, Ontario 
Mid-West Paper Sales, Ltd...Winni Manitoba 
” inn . 
Davidson & ipngset 
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“Print for Profit” Theme 
Of RBF Spring Meeting 


The Rotary Business Forms Section of 
Printing Industry of America will have 
“Print for Profit” as the theme for its an- 
nual spring meeting at the Edgewater 
Beach Hotel in Chicago, April 25-27. 
General chairman for the meeting is Car- 
roll C. Barfield of the Harry Barfield Co., 
Inc., Atlanta, president of Rotary Busi- 
ness Forms Section. 

The three-day meeting is part of the 
section’s continuing program to assist its 
members to know their costs, to improve 
their performance, to sell better, and thus 
to print for profit. 

The opening session on Monday, April 
25, will be under the chairmanship of 
Bayard S. Shumate, president of Shumate, 
Inc., Lebanon, Ind., and a past president 
of the Rotary Business Forms Section. The 
session is set for 8 p.m, and will feature 
demonstrations of equipment used in 
magnetic ink printing and data process- 
ing. It will include discussions by mem- 
bers who are now using magnetic ink. 

The session on Tuesday morning will 
have as its chairman William R. Brown 
of the Charles E. Brown Printing Co., 
Kansas City, Mo., chairman of the finance 
committee of the RBF Section. This will 
be a working session designed to show 
participants how increased profits can be 
realized througn the use of available 
“tools” suggested by RBF. These tools in- 
clude improved costing procedures, better 
cost control, easy determination of indi- 
vidual budget hour cost rates, accumula- 
tion of production records and data on an 
easy classification basis, and proper meth- 
ods of determining dollar costs per unit 
of production. 

After an informal luncheon, the after- 
noon program will be under the chair- 
manship of Arnold Greenfield of the Al- 
fred Allen Watts Co., Inc., Clifton, N. J., 
vice-president of the section. 

The final sessions on Wednesday will 
have as chairman Jack Kennedy of the 
Egry Register Co., Dayton, Ohio, chair- 
man of the section’s sales committee. 
These sessions will be devoted to show- 
ing the effect of the age of automation on 
the business forms industry and the need 
to sell systems rather than forms. 

Full information and registration de- 
tails may be obtained from Rotary Busi- 
ness Forms Section, Printing Industry of 
America, 5728 Connecticut Ave., N.W., 
Washington 15, D.C. 


Waste Paper Symposium Scheduled 

The Waste Paper Utilization Council, 
New York City, has scheduled a national 
symposium for June 7-8 at Chicago’s Con- 
rad Hilton Hotel. This will be the first 
meeting ever held for complete coverage 
of the subject of waste paper in terms of 
its sources, collection, and consumption. 
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The field of Laminated Spe 
produced by HAMPDEN is pra 
The range of colors, finishes, fancy e 
designs, soil resistance, strength and stabi 
being used by manufacturers of radios, furniture, 
boards, greeting cards, novelties, books, lamps 
and many other products too numerous to list. 


Whether your needs are laminated foil, pasted board, 
colorful decorative papers, soil resisting covers or 


fancy embossing, you'll find it in the HAMPDEN line. 


Contact your local paper merchant for full 
information about HAMPDEN’s complete line of 
Laminated Specialty Papers, or write us for 
samples of the particular line you are interested in. 
We'll be glad to work with you. 









Send for this 
colorful Laminated 
Foil Brochure 
describing the entire 
line of HAMPDEN’s 
Laminated Specialty 
Papers. It's free! 
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Florida Site of LPNA’s 55th 
Annual Convention, Apr. 25-27 


Analysis of the lithographic industry's 
growth and of ways management can be 
geared for greater progress will highlight 
the Lithographers & Printers National 
Association’s 5Sth annual convention to 
be held April 25-27 at Boca Raton Hotel 
and Club, Boca Raton, Fla. 

Speakers will review factors that raised 
the annual sales volume of lithography to 
$1,473,500,000 in 1958, a 48% increase, 
surpassing the sales growth rate of all 
other commercial printing processes, ac- 
cording to data from the 1958 Census of 
Manufactures. 

LPNA president L. E. Oswald of E. F. 
Schmidt Co., Milwaukee, will lead open- 
ing day discussion of sales volume, em- 
ployment, profits, and future prospects. 
Statistical breakdowns of the industry’s 
1954-1958 sales volume growth will be 
detailed. Growth patterns of the printing 
and lithographing industry is the topic 
assigned to Cyril M. Wildes of the indus- 
try division of the Bureau of the Census. 
Oscar Whitehouse, LPNA executive direc- 
tor, will deliver a slide-illustrated address 
comparing the industry's growth and out- 
look with the sales and profit experiences 
of other industries. 


Tenth Litho Competition 
Entries Number 2,541 


Entries in the 10th Anniversary Litho- 
graphic Awards Competition sponsored 
by Lithographers and Printers National 
Association rose above the 2,500 level for 
the third year in a row despite the fact that 
the fee for nonmembers was doubled. 

More lithographic plants than ever be- 
fore, 260, submitted 1,984 of the 2,541 
specimens, and 557 came from national 
advertisers, advertising agencies, design- 
ers, artists, trade associations, and other 
sources. Entries from this group raised the 
total number of participants to 437. 

A panel of 36 judges spent an entire 
week screening and evaluating the mate- 
rial. Panel chairman James V. Sbrigata of 
Colgate-Palmolive Co., appraised the en- 
tries as more impressive and ingenious 
than anything he had seen in previous 
years. He gave credit to the industry for 
its versatility and high production stand- 
ards and to designers for their originality. 

The winners will be announced when 
awards are presented on April 25 at LP- 
NA’s convention. The winning specimens, 
mounted on 70 panels, will be displayed 
for the first time at the convention in Boca 
Raton, Fla., April 25-27. They will be 
shown again at the Warwick Hotel, New 
York City, May 17-20, and at the Hamil- 
ton Hotel, Chicago, June 7-10. 
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Scheduled for the second day are prod- 
uct group meetings for studying specific 
problems and making plans for expanding 
markets. 

The Bank Stationers Section, playing a 
prominent role in the development of 
check automation, will hold its annual 
meeting. Sessions of the Label Manufac- 
turers Division will be devoted to plan- 
ning for increasing sales and improving 
profits. The Litho Book Manufacturers 
Committee, recently expanded to include 
more book manufacturers, will consider 
matters of practical interest to lithograph- 
ic plants active in this growing area of 
production. 

Members of the Litho Platemakers Sec- 
tion are due to appraise the effects of their 
recently published trade customs. 

Timed for the final day is a panel dis- 
cussion of labor philosophy for manage- 
ment, which will be led by Boris J. Sper- 
off, industrial relations director of the 
association. 

John C. Metcalfe, news analyst and 
commentator, will share with registrants 
his appraisal of “The Business Significance 
of the Summit Conference.” 

There will be two board of directors 
luncheon sessions. The new board will 
meet on April 28. z 

Winning entries in the association’s 
10th annual competition will be on view 
throughout the convention. President Os- 
wald will present certificates of award to 
representatives of companies whose speci- 
mens of lithographic printing were select- 
ed for display. 








“Growth Patterns of the Printing and Lithograph- 
ing Industry” -will be discussed by Cyril M. 
Wildes of the industry division of the Bureau 
of Census on April 25 at the Lithographers and 


Printers National Association annual convention 


NAPL and PIP Joint Sponsors 
Of Philadelphia Litho Meeting 

Printing Industries of Philadelphia and 
the National Association of Photo-Lithog- 
raphers have set March 18 as the date for 
a jointly-sponsored lithographic confer- 
ence at the Benjamin Franklin Hotel, 
Philadelphia. 

Speakers will discuss specifications, esti- 
mates, quotations, quality standards, man- 
agement procedures, and selection and 
training of salesmen. They include George 
G. Carnegie of Consolidated Lithograph- 
ing Corp., J. Tom Morgan, Jr. of Litho- 
Krome Co., and Stanley R. Rinehart, 
printing division manager, E. I. du Pont 
de Nemours and Co., Inc. 


Viewing one of the Edward Stern and Co.'s ‘Best of the Year’’ award-winning printing pieces, which 
were on display at the Sheraton Hotel in Philadelphia during Printing Week in January, were 
Walter G. Arader, president of the company, (I.), and Raymond Blattenberger, Public Printer of 





the United States. Mr. Blattenberger was guest of honor at the company’s press cocktail party 
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ALEMITE 
BARREL-TO-BEARING 
LUBRICATION 


the 
moving 
force 
of 


vw 





production! 


More and more, cost-conscious plant men are recognizing mod- 
ern lubrication as an important “production tool.” No longer do they 
see it as a simple maintenance problem. 

With the years-ahead Alemite Barrel-to-Bearing Lubrication 
method, today’s leading manufacturers are stepping up production 
... reducing downtime... extending machine life. 

Included in a complete Alemite barrel-to-bearing lubrication 
method can be electric, air or hand-operated equipment. It will 
more than meet every need for high-pressure lubrication, filling 
hydraulic systems, servicing oil reservoirs, lubricating gear hous- 
ings, and refilling grease guns. 


Write for free Alemite catalog today! 


ALEMITE 







Symbol of 


Weiter 


JExcellence| CORPORATION 


Dept. BF-30,1850 Diversey Parkway, Chicago 14, Ill. 










Air operated transfer pump 
Model 7216-A is added 





Powergun rolls wherever needed 
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N HALF! 


DOUBLES DAILY a 
INGOT PRODUCTION... , 
WiTH LESS MAN HOURS 










NOLAN’‘s one-ton 
furnace (with 
NOLAN ingot mold) 
brings big furnace 
features and perform- 
ance—at a low, low cost! 


pRODUCTION 
PARTNERS --- 


NOLAN’s famous design 
remelter and Meltevator 
From 2 to 70 tons. 
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National Paper Trade Meetings 
Start in New York March 27 


The National Paper Trade Association’s 
convention will start running its four-day 
course on March 27 at New York’s Wal- 
dorf-Astoria Hotel. “Setting Our Sights 
on the Sixties” is the theme for this 57th 
annual event. Merchants and salesmen 
will hear reports on plans for keeping 
sales in step with expanding production 
during this decade, which O. Glenn 
Leach, NPTA executive secretary, calls 
one of the most important in the paper 
industry's history. 

NPTA president Floyd H. Blackman of 
Stone & Forsythe Co., Cambridge, Mass., 
will detail long-range plans based on re- 
sults of an opinion survey of merchants, 
salesmen, millmen, and customers con- 
ducted by the Rumrill Co. 

The board of directors will act on rec- 
ommendations presented by the advisory 
planning committee and approved by the 
executive Committee. 

G. Willing Pepper of Scott Paper Co. 
is due to review and suggest possible solu- 
tions for merchant-mill relationship prob- 
lems, such as direct selling, which were 
among the matters covered by the survey. 

Speakers assigned to discuss new hori- 
zons for printing and paper during the 
Fine Paper Division’s meeting include 
Walter F. McArdle, president of Printing 
Industry of America; George Olmsted, 
Jr., president of the $. D. Warren Co., and 
Mr. Leach, who is expected to make an 


Lester J. Johnsen New 
Business Forms President 


The Business Forms Institute’s new 
president, Lester J. Johnsen, was elected 
by the board of directors preceding the 
organization's an- 
nual meeting Feb. 
18-19 at the Wal- 
dorf Astoria Hotel, 
New York City. 
Mr. Johnsen is ex- 
ecutive vice-presi- 
dent of Atlantic 
Register Co., Wal- 
tham, Mass. He was 
advanced from first 
vice-president to 
succeed William C. 
Lamprechter, vice-president and general 
manager of Stephen Greene Co., Phila- 
delphia. Robert A. Addison of National 
Carbon Coated Paper Co., Sturgis, Miss., 
was elected first vice-president. Thomas 
A. Taylor of Schwabacher-Frey Co., San 
Francisco; is serving another term as sec- 
ond vice-president. Mr. Johnsen has long 
been active in BFI work and in Waltham 
civic affairs. 


Lester J. Johnsen 





announcement of vital importance to mer- 
chants. Sales motivation will be the theme 
for the Wrapping Paper Division session. 

Gen. Carlos P. Romulo, ambassador to 
the United States from the Philippines 
Republic, will be guest speaker at the an- 
nual luncheon. He will describe “The Asia 
America Does Not Know.” 

The annual exhibition will display pa- 
per and related products offered by more 
than 150 companies. 

NPTA’s new membership roster lists 
1,100 merchant houses, their branches, 
warehouses, and sales offices, plus 219 
members who are serving the association 
in official capacities. Copies, priced at 
$2.50, may be obtained from association 
headquarters, 220 E. 42nd St., New York. 


Mid-Atlantic Mechanical 
Conference March 17-19 


The Mid-Atlantic Newspaper Mechani- 
cal Conference, sponsored by the Pennsyl- 
vania Newspaper Publishers’ Association 
and the New Jersey Press Association, will 
be held at Philadelphia’s Bellevue-Strat- 
ford Hotel March 17-19 with Peter P. 
Rudegeair, Jr. of Lebanon (Pa.) Datl) 
News and Richard B. Brown of Asbury 
Park (N. J.) Press serving as cochairmen. 
Edward H. Owen, editor of Print.ng Pro- 
duction, will present the keynote address. 

Robert W. Buckley, sales manager of 
Ludlow Typograph Co., will moderate a 
panel review of new equipment. Panel- 
men will include Paul S$. Chisholm, Mer- 
genthaler Linotype Co.; Raymond B. 
Daigle, Intertype Co.; Chesley F. Carlson, 
Chesley F. Carlson Co.; Frank Casey, Van- 
dercook and Sons; B. E. Fishburn, Burgess 
Cellulose Co.; Rollo Lewis, Beverage 
Mats; George Morrison, Morrison Saw 
Co., and Frank Ferrari, Ludlow Typo- 
graphic Co. 

Cranston Williams, general manager of 
the American Newspaper Publishers As- 
sociation, will forecast what’s ahead for 
newspaper production. 

The program also calls for panel dis- 
cussions of stereotyping, engraving, press- 
room, and composing room operations. 


IAES Plans Spring Technical 
Conference and Exhibition 

The International Association of Elec- 
trotypers & Stereotypers, Inc., will hold its 
annual Spring Technical Conference and 
Exhibition April 25-26 at the Sheraton- 
Gibson Hotel in Cincinnati. The associa- 
tion expects attendance of more than 300. 

The exhibition will be limited to 15 
exhibitors, and space will be reserved on 
a first-come-first-served basis. 
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Were you scared? And how! But you 
were going to ride that bike no matter 
how many hours—and bruises—it took. 

And then it happened. 

Your father let go and you were on 
your own. You stopped wobbling. You 
picked up speed. And you were riding, 
riding, riding! Down the block. Past your 
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friends. You, your bike—and your pride. 

That buoyant sense of pride is still 
with you. Didn’t you feel it when that 
last job came off the press looking like 
a million bucks? 

And don’t you think we feel it, too, 
knowing that our good papers help make 
your good printing possible? 
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Lithographed on a 52 x 77 Harris 4 color press 30 up at 4,000 
IPH. Color sequence was yellow, red, blue, black. Press plates 
were deep etch aluminum from 175 line screen positives 
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Life-like beauty with 
all new, brighter white 


ATLANTIC OPAQUE 


New, sparkling white ATLANTIC OPAQUE provides an unusually bril- 
liant background—gives extra beauty to color illustrations, makes 
type sharper, more readable. New ATLANTIC OPAQUE Is stronger, too, 
for neater folds, precise die-cuts, longer life. Uniform caliper and 
smooth, even surface mean faster production on high speed presses. 
And—you can print on both sides, even with lighter weights. Choose 


from Regular, Vellum and Deep Etch Finishes. For the perfect 


STANDARD PACKAGING CORPORATION - BANGOR, ME. 
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ALABAMA 
BIRMINGHAM 
Sloan Paper Company 


CONNECTICUT 
BRIDGEPORT 
Lott-Merlin, Inc. 

EAST HARTFORD 

John Carter & Co., Inc. 

NEW HAVEN 

Whitney-Anderson 
Paper Co., Inc. 

STAMFORD 

Lott-Merlin, Inc. 


FLORIDA 


MIAMI 
Coronet Paper Products Co. 


Southeastern Paper & Supply Co. 


GEORGIA 
ATLANTA 
Sloan Paper Company 


ILLINOIS 
CHICAGO -- 
Dwight Brothers Paper Co. 
Reliable Paper Company 
Empire Paper Company 
INDIANA 
FORT WAYNE 
The Millcraft Paper Co. 
INDIANAPOLIS 
Indiana Paper Co., Inc. 
MacCollum Paper Co., Inc. 


KENTUCKY 
LOUISVILLE 


The Rowland Paper Co., Inc. 


LOUISIANA 
NEW ORLEANS 
Alco Paper Co., Inc. 


MAINE 
PORTLAND 
C. H. Robinson Co. 


MARYLAND 
BALTIMORE 
Garrett-Buchanan Co. 


MASSACHUSETTS 
BOSTON 
John Carter & Co., Inc. 


Von Olker-Snell Paper Co. 
SPRINGFIELD 
Whitney-Anderson 

Paper Co., Inc. 


The Century Paper Co., Inc. 


WORCESTER 
Butler-Dearden 
Paper Service, Inc. 


MICHIGAN 
DETROIT 
Chope-Stevens Paper Co. 


MISSOURI 
KANSAS CITY 
Wertgame Paper Co. 
ST. LOUIS 
Shaughnessy-Kniep-Hawe 

Paper Co. 

SPRINGFIELD 
Wertgame Paper Co. 


NEW HAMPSHIRE 
CONCORD 
John Carter & Co., Inc. 
MANCHESTER 
C. H. Robinson Co. 


NEW JERSEY 
NEWARK 
Central Paper Co. 
TRENTON 
Central Paper Co. 


NEW YORK 
ALBANY 
W.H. Smith Paper Corp. 
BUFFALO 


Franklin-Cowan Paper Co. 


JAMESTOWN 

The Millcraft Paper Co. 
NEW YORK 

Bergman Paper Corp. 
Duplicating Papers, Inc. 
Inter-City Paper Co. 
Majestic Paper Corp. 


Geo. W. Millar & Co., Inc. 


Milton Paper Co., Inc. 
Pohlman Paper Co., Inc. 
ROCHESTER 


Genessee Valley Paper Co., Inc. 


NORTH CAROLINA 
HICKORY 
Snyder Paper Corp. 
HIGH POINT 
Snyder Paper Corp. 
CHARLOTTE 
Snyder Paper Corp. 


OHIO 
AKRON 
The Millcraft Paper Co. 


CINCINNATI 

The Johnston Paper Co. 
Merchants Paper Co. 
CLEVELAND 

The Milleraft Paper Co. 
COLUMBUS 

Sterling Paper Co. 
MANSFIELD 

Sterling Paper Co. 
TOLEDO 

The Millcraft Paper Co. 


PENNSYLVANIA 
ALLENTOWN 
Kemmerer Paper Company 
LANCASTER 
Garrett-Buchanan Co. 
PHILADELPHIA 
Garrett-Buchanan Co. 
Molten Paper Co. 
PITTSBURGH 
The Darragh Paper Co. 
READING 
Garrett-Buchanan Co. 


RHODE ISLAND 
PROVIDENCE 
Narragansett Paper Co. 
John Carter & Co., Inc. 


TENNESSEE 
CHATTANOOGA 
Sloan Paper Company 


TEXAS 
DALLAS 
Olmsted-Kirk Company 
FORT WORTH 
Olmsted-Kirk Company 
HOUSTON 
L. S. Bosworth Co., Inc. 
Olmsted-Kirk Company 
WACO 
Olmsted-Kirk Company 
VIRGINIA 
RICHMOND 
Virginia Paper Co. 
WASHINGTON, D. C. 
Virginia Paper Co. 
WISCONSIN 
MILWAUKEE 
Reliable Paper Co. 


MONTREAL, P. Q., CANADA 
Lauzier Paper Limited 


TORONTO, ONT., CANADA 
General Paper Company 
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Vice-President 


Burdette Yeo 
GAAE President 


James X. Ryan 


Thomas J. Curran 


Secy.-Treas. Meeting Chairman 


Graphic Arts Assn. Executives 
To Hold Spring Meeting April 4 


Communication between association 
executives and their members will be the 
major concern of the Graphic Arts Asso- 
ciation Executives at their annual spring 
meeting this year, according to Burdette 
Yeo, president of GAAE. The executives 
will meet April 4-5 at the La Salle Hotel 
in Chicago. 


Henry F. Reuter, president of Reuter 


and Bragdon, Pittsburgh advertising agen- 
cy, will address the meeting's first session 
on the topic “Communications.” His talk 
will be followed by a panel discussion of 
news releases and publicity. Wayne V. 
Harsha, editor of The Inland and Ameri- 
can PRINTER AND LITHOGRAPHER, will 
present the tradé paper viewpoint on the 
subject, and William Canfield, general 
manager of the Inland Daily Press Asso- 
ciation, will explain newspapers’ attitudes 
toward publicity and releases. Thomas 
McCabe, general manager of the Printing 
Industries of Pittsburgh, will discuss news 
releases and house publications. 

At the luncheon on April 4, Dr. E. M. 
Gherman will give a talk entitled “You 
Can Listen for One Minute and 50 Sec- 
onds—Then What.” In his talk, Dr. 
Gherman, president of E. M. Gherman 
and Co., management consultants in Chi- 
cago and Los Angeles, will discuss the 
problems of getting and keeping public 
interest. 

In the afternoon, members will hear 
Samuel Shapiro, executive vice-president 
of the Linen Supply Association, Chicago, 
discuss “Why People Belong to Associa- 
tions.” He will be followed by Gustav 
Nordstrom, executive vice-president of 
the Folding Paper Box Association, de- 
scribing “Self-Education Opportunities 
Available to Association Executives.” He 
is expected to point out as an example the 
summer institute developed by the Ameri- 
can Society of Association Executives in 
conjunction with various universities. Its 
aim is to help executives run associations 
more effectively. He will also mention 
courses, books, and other materials avail- 
able to association leaders. 

Educational programs within associa- 
tions to increase the efficiency of their own 


personnel will be the subject of a panel 
discussion during the last session of the 
day. 

Politics will be the major topic of the 
meeting Tuesday, April 5. A panel will 
examine the subject “Political Education 
Programs for Associations.” Its members 
will be Robert Price, assistant division 
manager for the National Association of 
Manufacturers; Preston Peden, assistant 
secretary and legislative secretary for the 
Chicago Association of Commerce, and M. 
G. Van Buskirk, executive secretary for 
the Illinois Dairy Products Association. 

J. Norman Goddess, will discuss legis- 
lation, jurisdiction, and the impact of new 
equipment in the graphic arts field. He is 
general counsel for the Printing Industry 
of Illinois, the Franklin Association of 
Chicago, and the Chicago Lithographers 
Association. 

Also during the day, representatives of 
member associations will present details 
on various programs sponsored by their 
organizations. 


Robert H. Blundred, executive secre- 
tary of the Screen Process Printing Asso- 
ciation, Chicago, will be the host for the 
two-day meeting, and the chairman will 
be James X. Ryan, secretary of the Print- 
ing Industry of Illinois. 


New San Antonio Secretary 


By J. H. Reed 

Col. Charles H. Noble has been named 
executive secretary of the Printing Indus- 
try of San Antonio. Colonel Noble served 
as a career officer in 
the United States 
Army until his re- 
tirement in 1949, 
At that time he or- 
ganized the Federal 
Service Finance 


Corp. in San An- ——> 

tonio. He will con- pa / 

° baa. 

tinue to serve as ~~. 
ev 


vice-president of 
Col. C. H. Noble 





the finance com- 

pany. Mr. Noble is 

a graduate of West Point and is a past 
president of San Antonio West Point So- 
ciety and 16th Armored Div. Assn. 


Advertising Trades Institute Show 
The 15th Advertising Essentials and 
National Sales Aids Show, sponsored by 
the Advertising Trades Institute, will be 
held March 28-30 at the Hotel Biltmore, 
New York City. It is expected to draw an 
attendance of more than 10,000 execu- 
tives, including major buyers of printing, 
typography, plates, artwork, binding, 
packaging, and other materials for pro- 
moting sales. Four ballrooms will provide 
space for 138 exhibitors. All information 
about space and guest tickets is available 


from ATI at 135 E. 39th St., New York. 


Thomas L. Cooper, (left), president of the International Association of Printing House Craftsmen, 
presents a gift to Augustus E. Giegengack, who headed Seventh Educational Graphic Arts Exposition 
in New York last September, in Cincinnati Feb. 13 at testimonial dinner tendered him by Inter- 


national Craftsmen’s board. Mr. Giegengack is a former U.S. Public Printer and Craftsmen’s president 
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Production Data: Production and editorial work on the Metro- 
politan Opera Program were by SATURDAY REVIEW, INC. 
The program is printed on 5-color rotary letterpress equip- 
ment by Blanchard Press, Inc., N. Y., with the cover on 70# 
Sterling Letterpress Enamel and the text also on a Westvaco 
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This picture of the Metropolitan Opera House, appearing on the cover of the 
1959-60 Opera program, cost over $10,000 and was undoubtedly worth it. When the Met 
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is torn down in a few years, this photograph will be our major means of conveying 
to future generations the grandeur and beauty of this famous center of American culture. 


Over a mile of wire was used in connecting the 105 strategically placed photo-lamps 
that were used to capture the warmth and glow of the venerable show place. 


To reproduce in full splendor the effect thus achieved, the publishers chose 
West Virginia’s Sterling Letterpress Enamel. Its bright, clean whiteness, high opacity, 
and level, glossy surface bear out the wisdom of their choice. 


The West Virginia family of distinguished papers includes Offset as well as Letterpress 
grades for almost every specification or process. Whichever you choose, you enjoy 
all the benefits of West Virginia’s direct mill-to-you sales policy and service. 


For full details write: West Virginia Pulp and Paper, 230 Park Avenue, 
New York 17, N. Y., or call one of the offices listed below. 


Fine Papers Division 
Commercial Printing Paper Sales 
Chicago 1/FR 2-7620 

Cincinnati 12/RE 1-63.50 

Detroit 35/DI 1-5522 

New York 17/MU 6-8400 
Philadelphia 7/LO 8-3680 
Pittsburgh 19/CO 1-6660 

San Francisco 5/GA 1-5104 


West Virginia 
Pulp and Paper 
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Flexographers Discuss Printing Quality Improvement 


Basic steps to quality printing through 
better preparation of jobs were studied in 
technical forum style during the Flexo- 
graphic Technical Association's second 
annual meeting Feb. 4-5 at Chicago's Pal- 
mer House. 

More than 250 registrants heard Julian 
Ross, executive secretary, review past-year 
activities and forecast new projects for 
promoting the progress of this branch of 
the graphic arts industry. 

Karl L. Weik of Cello-Foil Products, 
Battle Creek, Mich., was reélected presi- 
dent. Continuing to serve with him are 
Frank Longenecker of Simplex Paper Box 
Co., Lancaster, Pa., and Franklin Moss of 
Mosstype Corp., Waldwick, N. J., vice- 
presidents; Douglas E. Tuttle of Inter- 
chemical Corp., New York City, secretary, 
and Sidney S. Shapiro of General Printing 
Ink Co., New York City, treasurer. 

Russell J. Tapleshay of the Dobeck- 
mun Co., Cleveland, and Thomas S. Wil- 
liams of Dixie Wax Paper Co., Dallas, 
were elected directors. Board members 
named to serve three more years are R. S. 
Hartmaier of American Viscose Corp., 
Fredericksburg, Va.; David Killary of 
Pamarco,. Roselle, N.J.; Thomas N. 
Strome of Continental Can Co., Mt. Ver- 
non, Ohio, and Fred G. Tier of Milprint 
Overseas Corp., Milwaukee. 

John Rich of Riegel Paper Co. led a 
panel discussion of copy preparation for 
printing on film and foil. Discussion of 
copy preparation for printing on paper 
and paperboard was moderated by Wil- 
liam S. Grimes of Orchard Paper Co. 

Another panel, which dealt with evalu- 
ation of engravings and plates, was mod- 


erated by Stephen Vamvaketis of United 
States Rubber Co. Thomas E. Williams of 
Dixie Wax Paper Co. conducted a tech- 





Julian Ross 


Karl L. Weik 


nical session on cylinder preparation, and 
Frank A. Hamel, Jr. of Del Val Ink & 
Color Co. moderated a discussion of prob- 
lems involved in setting up presses for 
flexographic jobs. 

W inning entries in FTA’s First Annual 
Awards Competition were on display. 
Wolf Brothers won the _best-of-show 
award for a shopping bag color-printed on 
white pebbled stock. 

Mr. Ross reported that a flexographic 
syllabus was being prepared for use in 
schools offering graphic arts courses. A 
pilot course will be offered this spring at 
the New York School of Printing. Tape 
recordings of evening sessions are to be 
available to printing teachers. 

Attendance at Flexo Workshops last 
year in Dallas and Atlanta exceeded ex- 
pectations, according to Mr. Ross. Seven 
workshops have been scheduled for March 
through June with others coming later. A 
guide for workshop chairmen has been 
completed. 


Here’s how one printer promotes his business and gets more business with little trouble. Wayside 


Press at Mendota, Ill., built this display at a recent convention of National Business Publications 
in Chicago. At left is Kenneth Butler, Wayside president, and Warren Hanson, sales manager of firm. 


All three walls were made of peg-board and 38 magazines printed by firm were mounted on panels 
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This year’s program also calls for com- 
pletion of a glossary of flexographic terms, 
preparation of slide presentations illus- 
trating all phases of flexographic printing, 
and efforts to make advertising agencies, 
package designers, and art studios familiar 
with proper methods for preparing art 
and copy. 


Folding Paper Box Assn. 
Will Meet in Los Angeles 


The Folding Paper Box Association of 
America has scheduled its 1960 annual 
meeting at the Ambassador Hotel, Los An- 
geles, March 22-23. On March 21, pre- 
ceding the general meeting, the associa- 
tion’s folding carton competition and edu- 
cational exhibits will be opened to the 
public. The board of directors and retail 
box group have also scheduled meetings 
for March 21. 

Speakers for the first day of the general 
meeting include Dr. Theodore Andersen, 
director of economic development for the 
state of California who will discuss the 
“U.S. Economy: Prospects and Problems.” 
He will be followed by Val. S. Bauman, 
merchandising vice-president of the Na- 
tional Tea Co., who will speak on bakery 
packaging, and J. Roger Deas, of the cor- 
porate office of the American Can Co., 
whose subject will be industrial relations. 

Members at the general session on 
Wednesday, March 23, will hear John S. 
Patton, executive vice-president of George 
Fry & Associates, Inc., Chicago manage- 
ment engineers, describe how to reduce 
costs of operations through productive 
personnel. His talk will be followed by a 
panel discussion on “Pricing Estimates for 
Return on Investment.” 

The luncheon speaker will be Stary 
Gange, vice-president of the Pacific Olive 
Co., whose talk is entitled “Looking Ahead 
to the Soaring 60's.” The following ses- 
sion, the last of the meeting, will be de- 
voted to a discussion of public relations. 
The meeting will close with the announce- 
ment of award winners in the folding car- 
ton competition and the naming of new 
directors and officers for the FPBAA. 


Seaboard Meeting May 5-7 


Meeting the challenge of a changing 
economy is the theme announced for the 
Eastern Seaboard Conference of the 
Graphic Arts Industries to be held May 
5-7 at Pocono Manor Inn, Pa. The pro- 
gram calls for two business sessions fea- 
turing talks on “Meeting the Challenge to 
American Business” and “Management 
Teamwork Answers the Challenge.” Also 
scheduled are a dinner dance, a buffet sup- 
per, a golf tournament, and tour of the 
Pocono Mountains. 
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_Carnegie’s Printing Management Seminar April 21-23 


The annual Printing Management Sem- 
inar April 21-23 at Carnegie Institute of 
Technology is expected to attract record 
attendance, according to John L. Kronen- 
berg, president of the Carnegie Printers 
Alumni. Program chairman Harold Press- 
man reported that the theme will be, 
“Problems in the Graphic Arts in the 
Roaring Sixties.” 

Mergers and consolidations will be re- 
viewed by Irvin J. Borowsky, president of 
Foster Type and Equipment Co., Phila- 
delphia. Thomas H. McCabe, Jr., execu- 
tive secretary, Printing Industries of Pitts- 
burgh, will tell how to prepare for and 
cope with legislation that may help or 
hinder the industry. Profits and the profit 
picture for this decade is the topic as- 
signed to Frank F. Pfeiffer, president of 
Reynolds & Reynolds, Dayton, O. 

Slated for the second day are discussions 
of labor, management, and personnel 
topics. Benjamin M. Robinson, counsel 
for the Amalgamated Lithographers of 
America, will speak on the aims of labor. 
Walter E. Soderstrom, executive vice- 


Harry L. Gage Appointed 
Printing Equipment Secy. 


Harry L. Gage has been appointed sec- 
retary of the National Printing Equip- 
ment Association to succeed the late James 
E. Bennet. Mr. Gage has served NPEA as 
educational advisor since 1933 and has 
also served on the board of directors of 
the organization. He was a vice-president 
of the Mergenthaler Linotype Co. at the 
time of his retirement from that firm in 
1947. He began work in the field of 
graphic arts education in 1913 when he 
organized and served as the first head of 
the Department of Printing at Carnegie 
Institute of Technology in Pittsburgh, a 
post he held until 1919. 


HARRY L. GAGE 





president of the National Association of 
Photo-Lithographers, will forecast man- 
agement’s opportunities. This program 
calls for a panel discussion of labor and 
management decisions in terms of their 
effect on large and small companies. 
Panelmen will be Frank F. Boyle of Allen, 
Lane & Scott, Philadelphia; Jacob R. Es- 
ser, Kutztown (Pa.) Publishing Co., and 
Kirk W. Carney, printing buyer for Radio 
Corp. of America. 


William H. Evans Named 
Head of Printing Week 


William H. Evans, a past-president of 
the Charlotte (N.C.) Club of Printing 
House Craftsmen, has been appointed by 
Thomas L. Cooper, 
president of the In- 
ternational Asso- 
ciation of Printing 
House Craftsmen, 
to the chairmanship 
of the 1961 Inter- 
tional Printing 
Week Committee. 
Mr. Evans replaces 
Gerald L. Flood of 
Santa Monica, Cal- 
if., the 1959 and 
1960 chairman. Mr. Evans is with the 
Washburn Printing Co. of Charlotte 
where he has been employed since 1947. 
He is a charter member of the Charlotte 
Craftsmen’s Club and has served as secre- 
tary, vice-president, and president of the 
group. He is 34 years old. Mailing address 
for Mr. Evan’s work on 1961 Internation- 
al Printing Week is 1817 S. Mint St, 
Charlotte 3, N.C. All correspondence 
concerning past, present, and future Print- 
ing Weeks should be sent to Mr. Evans. 


PIA Board to Meet April 9 


The spring board meeting of Printing 
Industry of America, Inc., is scheduled for 
The Greenbrier, White Sulphur Springs, 
W.Va., April 9. Related meetings will be 
held at The Greenbrier immediately pre- 
ceding the board meeting. 

On April 6, managers of local associa- 
tions will meet. Presidents of the local 
associations and the PIA officers and ad- 
visory committee will also meet on this 
date. Both the Union Employers Section 
and the Master Printers Section of PIA 
will hold separate meetings on April 7. 

The board of directors of Master Print- 
ers Section and the executive committee 
of Union Employers Section will meet 
separately on the morning of April 8. The 
PIA Foundation Trust Fund trustees will 
hold a luncheon meeting and the PIA 
executive committee will meet in the 
afternoon. 


William H. Evans 








The annual alumni breakfast, with the 
Harris-Intertype Corp. as host, is timed 
for April 23. Paul Samson, president, 
Samson-Hill, Dayton, Ohio, and George 
DeMann, printing buyer for Ford Motor 
Co., will present a satirical sales demon- 
stration skit entitled, “The Battle of the 
Decade—Buyer vs. Seller.” 

The final afternoon session will feature 
previews of technical developments. Top- 
ics and speakers are as follows: 

Present and future developments affect- 
ing offset lithography, Charles Shapiro, 
director of education for the Lithographic 
Technical Foundation. 

Letterpress printing, typography and 
composition today and tomorrow, Robert 
Rossell, managing director of the Re- 
search and Engineering Council of the 
Graphic Arts Industry. 

Paper and ink problems, Charles W. 
Schmidt, Philadelphia district manager of 
the S. D. Warren Co. 

Bindery equipment and methods, Ar- 
thur L. Shoyer, president of General Bind- 
ery, Philadelphia. 

Fred Smith, management consultant, 
will be guest speaker at the banquet. 


Pacific Craftsmen to Hold 
35th Conference June 30 


The Pacific Society of the Printing 
House Craftsmen will hold its 35th an- 
nual conference June 30-July 2 at the 
Mission Inn Gar- 
den Hotel in River- 
side, Calif. Mem- 
bers will be the 
guests of the Citrus 
Belt Crafismen’s 
Club, composed of 
Craftsmen from 
Riverside and San 
Bernardino coun- 
ties. Judson M. 
Bradley, a past 
president of the Pa- 
cific Society, will be the general confer- 
ence chairman. He is also a past president 
of the Citrus Belt Club and was general 
chairman of the conference held in River- 
side in 1948. He has been in the printing 
industry for the past 32 years and is pres- 
ently printing instructor at the Sherman 
Institute in Riverside. 


Dr. Charles W. Boyce Dies at 66 

Dr. Charles W. Boyce, 1928-1940 ex. 
ecutive secretary of the American Paper 
and Pulp Association, died recently at the 
age of 66. He had served since 1951 as a 
paper consultant for the American News- 
paper Publishers Association. At the time 
of his death he was preparing a report 
which would have forecast newsprint con- 


Judson M. Bradley 


‘ ditions during the next decade. 
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Philadelphia Conference 
Scheduled for March 26 


The 275th anniversary of the first Mid- 
dle Colonies print shop and the 270th 
anniversary of North America’s first paper 
mill, founded by William Rittenhaus, will 
be celebrated at the Philadelphia Confer- 
ence of the Graphic Arts Industry March 
26 

Sponsoring this conference at the Ben- 
jamin Franklin Hotel are the Delaware 
Valley Section of the Technical Associa- 
tion of the Pulp and Paper Industry, the 
Philadelphia Printing Ink Production, 


Litho and Printing House Craftsmen’s 
Clubs. 

Promotion of coéperation and mutual 
understanding among printers, ink pro- 
ducers, and papermakers is the purpose of 
this third annual meeting. Panel discus- 
sions of paper surface characteristics, web 
offset, gloss ink printing, and new graphic 
arts developments are scheduled. Lunch- 
eon speaker will be Walter G. Arader, 
president of Edward Stern & Co. 


Carpenter and Carter, Rice Merge 

Carter, Rice & Co. of Oregon and Car- 
penter Paper Co. of Omaha, Neb., have 
merged. 
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Be sure your customer's next letterhead is 
run on intensely brilliant IMPROVED 
ARCTIC WHITE. Let him compare — 
discover the whitest white letterhead 

available. A STRIKINGLY INTENSE 





WHITE THAT’S WHITE UNDER 
EVERY LIGHT. The cotton content paper 
that runs flat — that gives customers the 
maximum contrast, readability, and 

finish they expect . . . and insist on. 

See your Fox River distributor for samples. 


Anniversary and Fox River Onion Skins 


PAPER CORPORATION 


APPLETON, WISCONSIN 
Anniversary, National Bank, English, and Fox River Bonds 





St. Louis Site of Trade 
Binders Annual Meeting 


The Trade Binders Section of Printing 
Industry of America will hold its spring 
meeting March 25-27 at the Chase-Park 
Plaza Hotels, St. Louis. 

Section president Mortimer S. Sendor, 
Sendor Bindery, Inc., New York City, will 
present his report at an opening day 
luncheon preceding election of officers. As 
chairman of the first general session he 
will introduce Carl Denman, World Color 
Printing Co., St. Louis, who will discuss 
web printing. The 1960 approach to work 
simplification techniques is the topic as- 
signed to Floyd W. Simerson of Sears, 
Roebuck & Co. 

Philip E. Bergsieker, vice-president and 
general manager of Cavanagh Printing 
Co., St. Louis, will tell how better use of 
manpower, materials, and machines re- 
duces costs. Frank Liedtke, chairman of 
this session, is president of Liedtke Broth- 
ers Co., Inc., Chicago, and also heads the 
Chicago Trade Binders Group of Printing 
Industry of Illinois. 

Panelmen evaluating comparative costs 
for running automatic, semi-automatic, 
and hand-operated equipment will be Jo- 
seph B. Bellanca, Dexter Folder Co.; 
Frank Olds, T. W. and C. B. Sheridan Co., 
and D. W. Richards, Macey Co. 

Section secretary Richard B. Sage, Com- 
mercial Bindery, Inc., Detroit, will chair 
the final general session on planning and 
managing for profits by Arthur Johnson, 
director of PIA management services. 

Registrants will tour Becktold Co. 
plant operations. On the social side, a 
cocktail hour, hosted by the Trade Binders 
Group of the Graphic Arts Association of 
St. Louis, and a dinner dance are sched- 
uled during the meeting. 


Printing management senior Philip J. McMurtry, 
Pittsburgh (right), receives the McFerrin Award 
from Jerry H. Allen, instructor in the Depart- 


ment of Printing Management, West Virginia 
Institute of Technology, Montgomery, during 
Printing Week. McFerrin Award is given an- 
nually to the outstanding senior in department 
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Magnetic Ink 





Character Recognition: 


how much risk, how much reward ? 


Make no mistake—the future of 
magnetic ink check imprinting is big. 
It is creating a huge new source of 
business for the printing industry. 
And the profits will be exciting. 

Right now, we know of one printer 
who is handling $150,000 worth of 
magnetic check imprinting business 
a year using only one automated 
A. B. Dick offset machine. By Fall, 
he expects to increase his volume to 
over $200,000. He’s making a good 
profit ... and you can, too. To help 
you evaluate and understand some 
of the requirements for magnetic 
imprinting, let’s lift the curtain and 
take a look. 


Lifting the Curtain 
Successful installations have an- 





The A. B. Dick Model 366 Automated Offset 
Machine has proved its ability to precision- 
print E-13-B magnetic ink characters. 


swered many of the questions re- 
garding the system—and specifically, 
questions about magnetic ink im- 
printing itself. What about perform- 
ance? Printing characteristics? 
Reliability? 

And most of all, what about tol- 
erances? Printing specifications for 
magnetic encoding, as adopted and 
published by the ABA, may seem 
strict—particularly when expressed 
in decimals. A tolerance of .0625, 
for example, appears minute. But 
converted to a fraction, it becomes 
1/16 of an inch—not at all formid- 
able. Every printer is accustomed to 
living with much more disciplined 
requirements in commercial work. 

Other specifications may be new 
to many printers. For example, the 
specifications governing ink lay- 
down, film of ink and spread of ink 
are necessary to meet the require- 
ments for “‘machine reading”’ as well 
as the familiar ‘“‘eye’”’ inspection sys- 
tem. But with proper testing devices 
and adequate quality controls, these 
too, pose no problem. 


Controlling Signal Strength 


It is commonly understood that cor- 
rect signal level is basic to the effi- 
ciency of a mechanized document 
handling system. Density of the ink 
impression must be carefully con- 
trolled in order to be “read’’ ac- 
curately by electronic sorting 
equipment. 

This requirement, too, is being 
completely satisfied—by use of the 


offset process of printing. In fact, 
with A. B. Dick offset check im- 
printing equipment, the proper level 
of signal strength can be maintained 
—day in, day out. In the machines 
themselves and in the development 
of magnetic inks, A. B, Dick Com- 
pany has made important contribu- 
tions toward proving the practicality 
of the system. 


Further Questions? 


If you have further questions re- 
garding imprinting for Magnetic Ink 
Character Recognition, we invite 
you to contact A. B. Dick Company, 
MICR Department, 5700 W. Touhy 
Ave., Chicago 48, Ill. Or simply re- 
turn the coupon below. 


A. B. DICK COMPANY 
5700 W. Touhy Ave., MICR Dept. 
Chicago 48, Ill. 


I’d like to know more about magnetic ink 
check imprinting with A. B. Dick auto- 
mated offset equipment. 


eeeeeeeseseseseese 


Name. 





Firm 





Title. 





Address 








City. Zone. State. 


A:B-DICK’ 


DUPLICATING PRODUCTS 
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Southern Graphic Arts Meeting 
Set for Natchez, Miss., April 21 


The 39th annual convention of the 
Southern Graphic Arts Association will 
be held in Natchez, Miss., April 21-23. 
Besides talks by printing industry and as- 
sociation executives, Thomas L. Ketch- 
ings, general chairman of the convention, 
has scheduled an entertainment program 
to include sightseeing trips in the area, 
special luncheons for both men and wom- 
en, an awards luncheon, a hospitality hour 
sponsored by suppliers, and a fish fry on 
Lake St. John, La. 

The keynote speaker will be Walter F. 
McArdle, president of Printing Industry 
of America. Other speakers will include 
Max B. E. Clarkson, president of the PIA 
Master Printers Section, Buffalo, N.Y.; 
William H. Webber, executive director 
of the Lithographic Technical Foundation, 
New York City; John T. Porter, sales 
manager of the general printing equip- 


R. G. Graham (left), vice-president of manufac- 
turing of Parthenon Press, Nashville, Tenn., re- 
ceives “Man of the Year’ award from John H. 
Noble, principal speaker at the annual Printing 


Week banquet on Jan. 21. Event was co-spon- 


sored by the Printing Industry of Nashville and 
the Nashville Club of Printing House Craftsmen 





ment division of the American Type 
Founders Co., Elizabeth, N. J.; Edward J. 
Frey, technical representative, Printing 
Arts Research Laboratories, Santa Bar- 
bara, Calif.; Walter E. Hershey, sales en- 
gineer, Lanston Monotype Co., Philadel- 
phia; Albert T. Kuehn, sales development 
engineer, Miehle Co., Chicago, and John 
H. Doesburg, Jr., general counsel of the 
PIA Master Printers Section, Chicago. 

Those appearing on the program from 
the Southern Graphic Arts Association 
will include A. A. Wade, president, who 
will preside at the opening session; Har- 
old W. Braun, first vice-president, and 
Harold N. Cornay, president of the Press 
of H. N. Cornay, Reserve, La. 


Kenneth J. Brown Heads 
Lithographers’ Union 


Kenneth J. Brown is the new interna- 
tional president of the Amalgamated Li- 
thographers of America, succeeding Fran- 
cis P. Slater, who 
has become inter- 
national president 
emeritus. Born in 
Canada 34 years 
ago, Mr. Brown 
may be the young- 
est man heading 
an international 
union. He began 
working in the lith- 
ographic industry 
when he was 15 
years old. He was president of Toronto 
Local 12 for six years; has served on the 
international executive board, and been 
administrative assistant to the internation- 
al president. His father, Arthur Brown, is 
ALA Canadian regional vice-president. 
Two of his brothers are members of the 
Toronto union. 

Mr. Slater has been an ALA member 
for 50 years. At ALA’s convention last 
year he announced that he was not a can- 
didate for reélection as president. He has 
returned to San Francisco. 


Kenneth J. Brown 





Film Added to Library 
Of Education Council 


A film entitled “How Good Are Our 
Schools?” and based on Dr. James B. 
Conant’s new book, “The American High 
School Today,” has been added to the Edu- 
cation Council of the Graphic Arts Indus- 
try list of materials for promoting print- 
ing education. 

The new movie, produced by the Na- 
tional Education Association and avail- 
able on loan from the Education Council, 
is based on Dr. Conant’s recommenda- 
tions for improving this country’s pre- 
college educational system. It is of special 
interest to graphic artisans because it in- 
cludes a sequence showing a school print- 
ing shop as one of the facilities called 
for by the former president of Harvard 
University. 

Requests for renting the film at $20 per 
showing should be addressed to the coun- 
cil at 5728 Connecticut Ave., N.W., 
Washington 15, D. C. 


29th Packaging Exposition 
In Atlantic City April 4 


The 29th National Packaging Exposi- 
tion and National Packaging Conference, 
sponsored by the American Management 
Association is scheduled for April 4-7 
at the Atlantic City, N. J., Convention 
Hall. It is expected to attract an attendance 
of some 25,000 business executives. 

All 140,000 square feet of exhibit space 
was sold before last year’s end; 326 com- 
panies will display machinery, materials, 
supplies, and services. 

“Packaging for Profit” is the theme an- 
nounced for the conference. Speakers at 
one session will emphasize how dollars 
can be spent prudently and where savings 
can be effected. Concurrent sessions will 
be devoted to discussion of production, 
research, and marketing. 

Exposition fee is $2. Tickets may be 
obtained from exhibitors or from Clapp & 
Poliak, Inc., 241 Madison Ave., New 
York 17. Conference registrants may view 
the exhibits without charge. Conference 
fees for AMA members are $25 for all 
sessions or $10 for individual sessions. 
Nonmember fees are $35 for tke full con- 
ference or $15 per session. Registration 
forms are available from the Packaging 
Division, American Management Associa- 
tion, 1515 Broadway, New York 36. 


Nashua Advisory Group to Meet 

The spring meeting of the Nashua 
Corp. merchants advisory committee will 
be held at New York’s Waldorf-Astoria 
Hotel on March 29 during the National 
Paper Trade Association convention and 
exhibition. Charles Atkins, vice-president 
of Jacksonville Paper Co., Jacksonville, 
Fla., is chairman of the committee. 
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priced, and you continue to receive the plus 
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Robert T. Wolff (left), Western Printing & Litho- 
graphing Co., newly-elected president of the 
Graphic Arts Association of St. Louis, presents 


plaque and resolution expressing association's 


appreciation to the retiring president, Frank J. 
Merrill of the Geo. D. Barnard Co., at the 


seventh annual installation meeting on Feb. 4 


St. Louis GAA Installs 
New Officers for 1960 


Robert T. Wolff of Western Printing 
& Lithographing Co. is the new president 
of the Graphic Arts Association of St. 
Louis. Other officers installed Feb. 4 were 
Donald P. Nies of Nies-Kaiser Printing 
Co., vice-president; Harry L. Laba of Jef- 
ferson Printing Co., secretary, and Leon- 
ard B. Brown of A. R. Fleming Printing 
Co., treasurer. 

Directors, who will serve for three 
years, are Frank C. Corley of Corley Print- 
ing Co., Inc.; Robert L. Johnson of John- 
son, Inc.; Abe Lewin and J. Lewin of 
Bookbinding & Stationery Co.; Thomas 
L. Shepherd of Monotype Typesetting & 
Foundry; John S. Stark of John S. Stark 
Printing Co., and Leslie F. Wipperman, 
Garrison-Wagner Printing Co. 


Inter-Society Color Council 
To Meet in Philadelphia 

The Inter-Society Color Council’s an- 
nual meeting is scheduled for April 11-12 
at the Philadelphia Museum College of 
Art. Members will hear a report from the 
color problems committee on the first day. 
Scheduled for the next day is a business 
session which will be followed by a crea- 
tive color symposium. 

Speakers will be Neil Welliver, assist- 
ant professor in the Department of Art 
at Yale University; Lester Beal, industrial 
designer from Brookfield Center, Conn., 
and Robert Riley, director of the Indus- 
trial Research Division of the Brooklyn 
Museum. The program also calls for an 
illustrated lecture by James Johnson 
Sweeney, director of the Solomon R. Gug- 
genheim Museum, New York City. 


Education Council Gets New Scholarship 


The Education Council of the Graphic 
Arts Industry has announced the first per- 
petual scholarship to be administered by 
the National Scholarship Trust Fund for 
senior industrial arts students planning to 
become graphic arts teachers. 

The Donald S. Browne Memorial 
Scholarship pays tribute to a young man 
who was a graphic arts teacher at Mis- 
sion Bay High School, San Diego, Calif. 
He was 24 when he died in an accident 
last year. His family has granted funds 
yielding interest of some $500 per year. 

The scholarship will be awarded to stu- 
dents in accredited teacher education col- 
leges or universities which offer graphic 
arts education credits. Institutions eligible 
are those located in California’s San 
Diego, Imperial, Orange, Riverside, San 


Bernardino, Los Angeles, Ventura, and 
Santa Barbara counties. 

For further information address the 
National Scholarship Trust Fund, Educa- 
tion Council of the Graphic Arts Industry, 
5728 Connecticut Ave., N.W., Washing- 
ton 15, D.C. 


England's A. J. Blaker Dies 

A. J. Blaker, national president of the 
Printers’ Managers and Overseers Associa- 
tion of the United Kingdom, died recently 
at his home in Orpington, Kent, England. 
Mr. Blaker was one of the principal speak- 
ers at the International Craftsmen’s an- 
nual convention in New York City last 
September and had made an extended tour 
of American graphic arts plants before 
returning to England. 








‘S/NAMIC’ 





“SPEC-MARKED 





Now mean Better Production Records at Low Costs 


Two important additions to the Simonds line of fine products 
the all new “SI-NAMIC” paper knife and the Simonds new “SPEC-MARKED” Steel Rule 
are now available to you at no increase in cost 


THE “SI-NAMIC” PAPER KNIFE features a new 
steel and, most importantly, a new finish that 
mean the fastest, smoothest paper cutting knife 
ever. You'll get longer life from your cutting 
edge — less down time, more productivity. 


And, don't forget Simonds 
Red Streak Graphic Arts 
Saws — there’s one for every 
graphic arts need. They cut 
fast and smoothly, stay sharp 
longer than ordinary saws, 
give long, trouble-free service. 


SIMONDS NEW “SPEC-MARKED" STEEL CUTTING 
RULE offers you five important advantages: 

1. Errors in rule heights are avoided. 

2. All tempers can be used without risk of mixing. 
3. Diemaking time is reduced. 

4. Proper rule use is insured. 

5. Recording is simplified. 


Cut your diemaking, re-knifing costs use Simonds 
easy-to-use, easy-to-identify ‘SsPEC-MARKED” 


steel rule 
ULI 





FITCHBURG, MASSACHUSETTS 


Factory Branches in Boston, Chicago, Shreveport, La., San Francisco and Portland, Oregon * Canadian Factory in Montreal, Que. « Simonds Divisions. 
Simonds Stee! Mill, Lockport, New York; Heller Too! Co., Newcomerstown, Ohio; Simonds Abrasive Co., Philadeiphia, Pa. and Arvida, Que., Canada 
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Award Winners Named 
In Western Books 1960 


A jury gave 25 awards to books print- 
ed in 1959 and submitted to Western 
Books 1960, the 19th annual competition 
and exhibit of book design and produc- 
tion west of the Rocky Mountains. The 
competition is sponsored by the Rounce & 
Coffin Club of Los Angeles, whose mem- 
bership includes printers, librarians, and 
booksellers. Winners came from six west- 
ern states, including Hawaii, although 
about half of them were produced in the 
San Francisco Bay area. 

The books are being shown in two 
traveling exhibits. The first opened Feb. 
15 at the Book Club of California in San 
Francisco, and the second opened March 1 


at Occidental College in Los Angeles. Fol- 
lowing these shows, the books have been 
scheduled to travel to about 30 college, 
university, and public libraries in the 
western states and British Columbia. 


3M Purchases Filmsort Co., MGD 
Division; Will Move Facilities 

Minnesota Mining and Manufacturing 
Co. has purchased the Filmsort Co., one 
of the divisions of Miehle-Goss-Dexter, 
Inc. and producers of microfilm and data 
filing systems. It now has its plant and 
headquarters at Pearl River, N.Y., but 3M 
has announced plans to establish plants 
closer to the areas in which Filmsort prod- 
ucts are heavily used. 

The firm will move from Pearl River 
within six months. It will retain its man- 
agerial staff in new St. Paul headquarters. 








CELEBRITY QUAL 
ON ECONOMICA 


& 


Bob Plunkett, owner of the Angeleno 
Photo Service, Los Angeles, says “Full- 
color work produced by high-quality 
Davidson Dual-Lith small offset equip- 
ment can be every bit as good as that 
produced by more expensive and compli- 
cated presses. Not only does the Dual-Lith 
produce highest quality color work, but 
costs are often reduced . . . sometimes as 
much as 25%.” 

Mr. Plunkett gets such high quality from 
his Davidson Dual-Lith that it is used on 
famous movie stars greeting cards, for 
handsome phonograph record jackets, on 
colorful “fan-mail” items, and hundreds 
of other jobs where only top-quality, full- 
dimensional color will do, even though 
economy is the watchword. 


Long ago, Mr. Plunkett learned that the 






g 


successful way to do simple, quality color 
litho is to depend on the Davidson Dual- 
Lith. For his operations, he chose the 
Dual-Lith Model 251. 

The secret is Dual-Lith’s unbeatable 
register and superior ink coverage . . . in- 
herent qualities of the famous Davidson 
Two-Cylinder Principle. And, simplicity 
of operation makes the Davidson Dual- 
Lith the perfect choice for color work — 
and every other offset job! For case his- 
tory on Dual-Lith at Angeleno Photo 
Service, call your Davidson Distributor 
(he’s listed in the Yellow Pages) — or 
write today to Davidson Corporation, 29 
Ryerson Street, Brooklyn 5, New York. 


DAVIDSON CORPORATION 


Subsidiary of Mergenthaler Linotype Company 
29 Ryerson Street, Brooklyn 5, New York. 
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Navigators Will Meet 
In New-York March 19 


NaviGraphic ’60, third annual graphic 
arts progress review sponsored by the 
Navigators, will be held March 19 at Ho- 
tel Biltmore, New York City. 

Seven speakers will evaluate six devel- 
opments in terms of their technical fea- 
tures and practical applications. They are 
as follows: 

Photocomposition, George Morrison, 
president of the Typographic Service Co., 
Inc., Philadelphia: 

Dycril photopolymer relief plates, Ed- 
win Orans of the Polyplate Corp., a divi- 
sion of the Quality Photo-Engraving Co., 
New York City. 

Wraparound presses and plates, John 
W. Rockefeller, Jr. of John W. Rockefel- 
ler, Jr. and Associates, Short Hills, N. J. 

Web rotary offset printing, Hyman Saf- 
ran of the Safran Printing Co., Detroit. 

Dampening systems for offset presses, 
Charles Shapiro, educational director for 
the Lithographic Technical Foundation. : 

Trail-blade paper coating, Dr. Harold 
Annis, vice-president; William Rich, sales 
promotion manager, Oxford Paper Co. 


Maran Typographers, Baltimore, 
Begins Operations in New Plant 

Maran Printing Co., Baltimore, is oper- 
ating its Maran Typographers division in 
a new building across the street from the 
main plant. The new division adds 7,000 
square feet of working space to Maran 
operations. Its air-conditioned building 
has both conference and lecture-exhibition 
rooms as well as the composing room and 
offices, and will eventually contain a cold 
type studio. 

A permanent exhibition of printing and 
commercial art will be maintained, and 
plans call for a series of graphic arts classes 
and lectures supplementing Maran's an- 
nual student tours. The managers of the 
new division are Barnet Annenberg and 
George Porter. 


Anthony’s Print Shop, Atlanta, was first firm to 
get refund of sales tax paid on type, electro, 
and litho plate purchases. Repeal of the tax 
resulted from a Printing Industry of Atlanta 


campaign. Shown are Peter (I.) and James 
Rumanes (r.) of Anthony’s; R. A. Stout (c.), PIA 
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J hnpreowd Paafpaco 
Pright Whit nated Dlonk 


Send For New Demonstration Sheets —Offset and Letterpress 


Stronger, more rigid, Falpaco’s improved brighter-white coated blanks 
give you a printing surface that means less waste, less makeready, less drying time, 





less down time on your production of calendars, car cards, point of purchase displays, etc. 
and, above all, superior color and black and white reproduction. 


See for yourself ... Ask your paper merchant or mail this coupon today. 


FALULAH PAPER COMPANY wii 


TITLE 
500 FIFTH AVENUE, NEW YORK 36, NEW YORK MILLS: FITCHBURG, MASS. 


FIRM NAME 




















Please rush samples of your Improved 
Falpaco Brighter-White Coated Blank 


ADDRESS. 





cITY. 


ZONE 





STATE 
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3M type “R'plates complement your 


BRAND 


craftsmanship b 


This is the famous pre-sensitized 3M Brand Plate smooth aluminum plate virtually eliminates registra- 
that leading lithographers count on to give them the tion problems. Easy to develop, handle, and store, 
performance they must have for seventy-five per the Type ‘‘R’’ Plate is not affected by heat or hu- 
cent of their jobs. It has a new name—Type ‘‘R’’—but midity—doesn’t need gumming for shut-downs. 
the dependability, the consistency, and the quality has M@ To see how the 3M 

not been changed. { This is the plate that produces Brand Type ‘‘R’’ Plate 

line, halftone, process color, and multi-color jobs can complement your 

with excellent quality—with sharp halftone dots and craftsmanship, call your 

‘solid’ solids. The ‘‘zero stretch’’ of this flawlessly supplier now. PRINTING PRODUCTS Division @® 


A 
KEY TO TOMORROW 


iS THE 
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Didde-Glaser Acquires 
Tandemer Press Rights 


Didde-Glaser, Inc., Emporia, Kan., has 
acquired all prints, patents, manufactur- 
ing and sales rights to the recently-intro- 
duced Tandemer roll-fed offset press from 
Orville Dutro, president of Tandemer 
Corp., Los Angeles. 

The Tandemer Press uses small “one- 
around” offset plates. The design permits 
interchangeability of printing units, at- 
tachments, and accessories. Printing and 
binding operations are handled in one 
pass through the press. Optional units in- 
clude numbering, rotary, jump and cross 
perforating, punching, attaching carbon 
paper from a roll, flat-pack folding, and 
sheet cutoff for multiple lengths and 
rewinding. 

Tintagraph, an in-line paper-coloring 
unit, which may be added to the press, 
will color white paper any desired color or 
apply a variety of patterns. 


Ennis Business Forms Anniversary 

More than 1,000 employees and guests 
of Ennis Business Forms, Inc., Ennis, Tex., 
met at an anniversary dinner-dance in 
Dallas recently to celebrate the company’s 
50th anniversary. Gold pins were awarded 
to 772 employees who had served the firm 
for over a year. The pins bore a diamond 
for each five years of service. 





ee ey , , 





Pitney-Bowes, Inc., recently completed an $8,500,000 expansion and modernizing program at its 
headquarters plant and offices in Stamford, Conn. The program included renovating the original 
section of the plant, and building a new three-story wing, shown at the right. The Pitney-Bowes’ 
Stamford facilities now cover 10 acres, house 2,200 workers, and are air-conditioned throughout 


Two German Firms Enter 
Into Azoplate Partnership 


Charles W. Engelhard, chairman and 
president of Engelhard Industries, Inc., 
and Karl Winnacker, president of Farb- 
werke Hoechst in Frankfurt, West Ger- 
many, have entered into an agreement for 
close financial and technical partnership 
in Azoplate Corp., Murray Hill, N. J., 
producers of presensitized offset plates 
and related products. 

Mr. Engelhard has announced that he 
would remain on Azoplate’s board of di- 
rectors, with F. W. von Meister contin- 
uing as president and E. B. Fritz as vice- 
president for sales. 

Mr. Winnacker also holds the position 
of chairman of Kalle A. G., wholly-owned 


Farbwerke subsidiary in Wiesbaden-Bei- 
brich, West Germany. This subsidiary 
manufactures presensitized offset plates 
and engineering reproduction materials. 
Azoplate is Kalle’s exclusive United States 
and Canadian licensee for producing and 
distributing presensitized offset plates and 
related products. 


S & V Buys Swiss Inkmaking Firm 

Sinclair and Valentine Co., a division 
of American-Marietta Co., has acquired 
Colora Ltd., printing ink manufacturer in 
Switzerland. Colora will continue produc- 
tion of its own printing inks while pro- 
ducing and distributing S&V’s complete 
line. Waldemar von Siebenthal, Colora di- 
rector and former president, has been ap- 
pointed to serve also as S&V district man- 
ager for Europe. 














i From 3M research, from the skills and know-how 
of quality-minded production people, come—and 
will continue to flow—products designed to comple- 
ment the craftsmanship of the most particular 
printer. Just as a platemaker or pressman uses his 
skills to produce the finest quality printing, 3M 


PRINTING 
PRODUCTS 
DIVISION 


Complement lo Ch lsmwavstife 


3M's Family of Fine Products for Printers 





complement to G UY INU 


3M’s family of fine products for printers 


ucts for printers. 


uses the skills of its research and manufacturing 
people to produce the finest possible quality prod- 


For complete information about 3M’'s Family of 
Fine Products for Printers, call your 3M lithographic 
supply dealer or mail the coupon. 


Minnesota Mining and Manufacturing Company 
Dept. PBK-30, St. Paul 6, Minnesota 


[_] Please send me complete information about 3M’s 
Family of Fine Products for Printers, including 


(_] Please arrange for a demonstration of 3M Type 
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_ IDEA NO. 165 
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> G-E “Steps to Profit” 

” 

” “Stepping up’’ impulse sales of 

~ General Electric lamp bulbs re- 

a quired outstanding P.O.P. So the 

a Advertising Dept. of G-E’s Large 

co Lamp Dept.. Nela Park, Ohio, got 
it in these life-size die-cut foot- 

~ prints! Silk-screened in glowing 

< fluorescent on Kleen-Stik Vinyl- 

uw Stik, they attach with a quick 

~  peel-and-press to the floor in front 

» of the bulb display. The tough 

“plastic film, with its heavy-duty 

« adhesive, “stands up’ under scuff- 

“ ing, moisture—even washing. A 

= ‘forward step’’ in imaginative 


P.O.P. . . . production by Excello 








Specialty Co., Cleveland. 


The World’s Most Versatile 
Self-Sticking Adhesive 





IDEA NO. 166 


*...and SIX to go!” 


Beer-buying customers echo these 
words with gratifying regularity 
for F. & M. Shaefer Brewing Co., 
Brooklyn—thanks in part to this 
ingenious miniature 6-pack display 
in package stores. It’s a Kleen- 
Stik “Slide-Stik’’ — colorfully 

rinted, cleverly die-cut, and 
Rosie’ with two strips of moisture- 
less Kleen-Stik. Pulling the tabs 
pops it out in realistic third dimen- 
sion . . . and the peel-and-press 
adhesive holds tight on wall, counter, 
cash register—any smooth, hard 
surface. Norm Githens, Pres. of 
Githens-Sohl Corp., NYC, did 
up the neat production package. 


For ideas that “‘click”’ . . . use 
Kleen-Stik! Your regular 
printer, lithographer, or silk 
screener will give you details 
—or write for our **Idea-of- 
the-Month service. 


kleen-sti 


PRODUCTS, Inc. 
7300 West Wilson Avenue 
Chicago 31, Hlinois 
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Divisional Presidents Are Named 
By MGD; Miehle Promotes Three 


Miehle-Goss-Dexter, Inc., Chicago, has 
announced five major executive appoint- 
ments. The firm, a manufacturer of graph- 
ic arts machinery, named a new corporate 
executive vice-president and four divi- 
sional presidents. 





e 


Joseph A. Riggs 
Goss President 


James W. Coultrap 
Miehle President 





E. M. Abrams 
Lawson President 


F. Irving Walsh 
Dexter President 


Adrian O. Holmberg, the newly-named 
MGD executive vice-president, will co- 
ordinate manufacturing activities of all 
MGD factories. Until this assignment, he 
was vice-president of manufacturing for 
the Goss Co. division, supervising manu- 
facturing and engineering at the Rock- 
ford and Chicago plants. 

James W. Coultrap, formerly executive 
vice-president of the Miehle Co. division, 
has been named president of that com- 
pany, a position previously held by J. E. 
Eddy, chairman of the parent organiza- 
tion. Joseph A. Riggs has been appointed 
president of the Goss Co. division, replac- 
ing R. C. Corlett, who continues as MGD 
president. Mr. Riggs was serving as execu- 
tive vice-president of Goss at the time of 
his appointment. 

F. Irving Walsh has been selected to 
take over the presidency of the Dexter Co. 
division, following the retirement of G. 
A. Heintzemann, who remains an MGD 
director. Mr. Walsh had been serving as 
vice-president and general manager of 
Dexter. E. M. Abrams, recently promoted 
to vice-president of the Lawson Co. divi- 
sion, has been appointed president, filling 
the vacancy created by the resignation of 
D. W. Schulkind. 








The Miehle Co., a division of Miehle- 
Goss-Dexter, Inc., Chicago, has made 
three new executive appointments. Gil- 
bert W. Bassett has 
been promoted 
from sales manager 
to vice-president in 
charge of sales. He 
has complete re- 
sponsibility for 
marketing Miehle’s 
offset, letterpress, 
gravure, and spe- 
cialty presses. Nor- 
man T. Steed, the 
Eastern district 
manager since 1957, is now the vice-presi- 
dent in charge of Eastern district sales, 
and James B. Brown has moved from the 






G. W. Bassett 





Norman T. Steed 
Miehle Vice-President 


James B. Brown 


Miehle Secretary 


post of assistant secretary to secretary. 
James W. Coultrap, new president of the 
company, has relieved J. E. Eddy, MGD 
chairman, of the presidency. 


John Franzen Named General Sales 
Manager of Hammermill Paper Co. 

John E. Franzen has been named gen- 
eral sales manager of Hammermill Paper 
Co. He joined Hammermill in 1946 and 
has served as New York sales office man- 
ager, Eastern district assistant sales man- 
ager, Erie division sales research manager, 
and industrial and printing paper sales 
manager. 

As a major serving in the Army Quar- 
termaster Corps during World War-II, he 
had charge of central procurement of all 
paper and paper items totaling $250-mil- 
lion a year. While on leave of absence 
from Hammermill in 1946 and 1951, he 
served the government in Washington, 
first as a consultant in the pulp, paper and 
board division of the Civilian Production 
Administration, then as deputy director 
of the pulp, paper and paperboard divi- 
sion of the National Production Author- 
ity. He is national vice-president of the 
Quartermaster Association and a National 
Defense Executive Reserve member. 
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...a Seybold Full Hydraulic Cutter delivers it 


TwELvE THousAND DOLLars 
ride on every stroke! That’s 
what a lift of greeting cards 
may be worth. (1,000 sheets, 
or 48,000 cards worth a quar- 
ter each.) A bad cut, and the 
lift is spoiled. If the cuts aren’t 
square... absolutely square... 
the cards won’t fold acceptably. 

That’s why American Greetings Corporation bought an 85” 
Seybold Full Hydraulic Cutter. . . the only full hydraulic cutter. 
(65”" and 100” sizes available, too.) 

They run this cutter three shifts a day, six days a week .. . 
with never a ruined lift due to bowing, out-of-squareness, or 
any other cutting fault. 

Extreme accuracy and squareness of cut are just as important 
on the work you do. Your customers expect it. A Seybold can 
deliver it. . . every time. We'll gladly demonstrate why this is so. 


HARRIS-SEYBOLD HARRIS 


A division of Harris-Intertype Corporation Cate aii 


4526 East 71st Street, Cleveland 5, Ohio CORPORATION 

















Annual Sales Meeting 
Held by Gummed Products 


The Gummed Products Co., a division 
of St. Regis Paper Co., held its 1960 sales 
meeting recently at the principal offices of 
the company in Troy, Ohio. 

Marketing plans, new developments, 
improved packaging, and extensive adver- 
tising and sales promotion on all product 
lines keyed the meeting. The company is a 
manufacturer of plain and reinforced seal- 
ing tapes, gummed printing papers, foil 
and laminated specialties, and corrugators’ 
box tapes. 

William Bunn, director of advertising 
and sales promotion for St. Regis, was the 
guest speaker at a special dinner which 
highlighted the two-day session. 


Polychrome Opens Four New Offices 

Polychrome Corp. has opened four new 
sales offices. The locations and managers 
of each office are Syracuse, N.Y., Harry 
W. Koon; Columbus, Ohio, John J. Car- 
ro; Akron, Ohio, William J. Adams, and 
Los Angeles, William Doescher, Western 
division manager for Polychrome. Max 
Parker and Irving Goff will join Poly- 
chrome in its Los Angeles office. 


New Firm to Sell Cerutti Presses 
Cerutti Presses of America, Inc., a new 
subsidiary of Arthur J. Evers, Inc., has 
been appointed to sell and service Cerutti 
rotogravure presses exclusively in the 
United States, its possessions, and Latin 
America. R. G. Marquardt, former vice- 
president and general manager of Parsons 
& Whittemore Graphic Corp., is in charge. 








BONUS No. 


Exclusive with the UNIVERSAL STRIP CASTER 


The stroke on the Universal Strip Caster can be lengthened 
or shortened while casting. Puller will not slip or mar the 
strip on either side, giving you quality material free of 


nicks and scrapes. 


Compare production, performance and price and 
you'll choose the Universal Strip Caster. | 


Send for free folder and sample 2 pt. hairline 
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NIVERSAL MONO-TABULAR CORPORATION 
Manufacturers of the Honig Multiple Broach 
715 N. CENTRAL EXPRESSWAY +» 


RICHARDSON, TEXAS 





Al Capp, creater of LI’‘l Abner, crowns Nancy 
Jaubert, daughter of Alvin Jaubert, Broughton 
Printing Co., Twin City Queen of Printing—1960 
at the recent Twin City Printing Week banquet. 
The event was sponsored by graphic arts organ- 
izations in the Minneapolis and St. Paul area 


Eureka Specialty Forms 
New;Canadian Affiliate 


Eureka Specialty Printing Co. of Can- 
ada, Ltd., an affiliate of Eureka Specialty 
Printing Co., which has five plants in the 
United States, is a new firm organized to 
print trading stamps for distribution in 
Canada. 

J. H. Dunham, Jr. is president of Eure- 
ka’s Canadian affiliate, which reached the 
production stage recently. Verne Mar- 
tin, vice-president in charge of operations, 
was a partner in Walker Press Ltd., Tor- 
onto. The new company has a plant in 
Paris, Ontario. Sales offices are located at 
430 King St. West, Toronto. 

The parent company, with plants in 
Scranton, Pa.; Danville, Ill.; San José, 
Calif.; St. Louis, Mo., and Dumont, N. J., 
is a major converter of safety papers and 
is said to be the world’s largest printer of 
trading stamps. 


Mail Advertising Dollar Volume 
Dips for First Time in 13 Years 

Nationwide mail advertising volume 
last year was $1,805,225,709, a decline 
of $12,075,782 from the 1958 level. This 
was the first time in 13 years that volume 
failed to exceed the previous year’s total, 
according to the Direct Mail Advertising 
Association. 

Robert F. DeLay, president, cites in- 
creased postal rates as reducing use of the 
mails for advertising purposes. He noted 
that direct mail is still the second largest 
advertising medium, accounting for 16% 
of total advertising dollar volume. 


Flint Ink to Complete [5th Plant 

Flint Ink Corp.’s 15th plant, at Pali- 
sade Park, N. J., is due to go into produc. 
tion early this year. According to A. A. 
McNab, sales vice-president, this plant 
will specialize in developing, producing, 
and servicing lithographic, letterpress, ro- 
togravure, flexographic, moisture-set inks. 
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Cecil, Baby... 
How about Tunning 
this job on SUPER- 
DUPER. VELVET 

FINISH OFFSET? 


Good. thought, Jerome, 
but this job calls for 


THE BEST SHEET AT 





A MODERATE cost ! 























and that means — 
ALLIED SOLAR OFFSET 


of course...its the utility 
sheet...prints right, 


priced right . 





ALLIED PAPER CORPORATION 












NO DOUBT ABOUT IT... 
Solar’s the utility sheet. It’s ideal for 
all types of job and commercial work. 
And remember, Solar has built-in 
production runability . .. means less 
feeding and handling problems. 
So try Solar Offset ... find out for 
yourself—like Jerome did—why it’s 


the best sheet at a moderate price. 


i DETROIT, M IIGAN 
Union Paper and ‘Twine Company 
Ny RI mavmn y 
DAYTON, OHIO 


Hull Paper Company 


GRAND RAPIDS, MICHIGAN 
Ae Carpenter Paper Company 
ny : 
ila HOUSTON, TEXAS 
Houston Paper Company 
LNI OHIO 
Paper Compan’ INDIANAPOLIS, INDIANA 
y liana Pp ner ‘om 
' OHIO Indiana rape! ( mpany 
Paper Company KALAMAZOO, MICHIGAN 
rEXAS Bermingham and Prosser Paper 
Dene ' Company 
DENVER. COLORADO KANSAS CITY, MISSOURI 
D er Compar Butler Paper Company 





LEADING MERCHANTS ACROSS THE COUNTRY NOW STOCK SOLAR OFFSET IN 
POPULAR SIZES AND WEIGHTS. CONTACT THE ONE NEAREST YOU. 


led. If a merchant in your area is not listed, write Allied for full information.) 
















LOUISVILLE, KENTUCKY 


Rowland Paper Company 
MILWAUKEE, WISCONSIN 
Nackie Paper Company 
Standard Paper Company 
MINNEAPOLIS, MINNESOTA 
Butler Paper Company 


NEW ORLEANS, LOUISIANA 
Butler Paper Company 
PITTSBURGH, PENNSYLVANIA 
Central Ohio Paper Company 


TULSA, OKLAHOMA 
Tulsa Paper Company 


ST. LOUIS, MISSOURI 


3utler Paper Company 








ALLIED ...A COMPLETE LINE OF PREFERRED 
PRINTING PAPERS 


COATED PAPERS 
Cellugloss Offset Enamel 
Celluprint Enamel 
Cellufold Offset Enamel 
Imperial Enamel 
Imperial Offset Enamel 
Velour Enamel 

Velour Offset Enamel 
Cellufold Litho C1S 
Cellugloss Litho C1S 
Imperial Litho C1S 
Monarch Litho C1S 
Comet Colored Enamel 


ALLIED PAPER CORPORATION 


KALAMAZOO, MICHIGAN 


COLORCRAFT PAPERS 


Impulse Bond 
Gitilttculecm elevate 


Impulse Offset 
Influence Offset 
Impulse Card & Cover 





UNCOATED OFFSET PAPERS 
Custom Offset 

isieleltit am elit—si 

Solar Offset 

Forester Offset 


UNCOATED LETTERPRESS 
PAPERS 

Typobulk Eggshell 

Climax EF & Eggshell 

Solar EF & Eggshell 

Forester EF & Eggshell 


DUPLICATING PAPERS 
Northbrook Bond 
Northbrook Duplicator 
Northbrook Mimeo 


Permaflex Ledger 


LIGHTWEIGHT 
{ ellupaque 
[Imperial Bible 
British Opaque 


PAPERS 








You’re in Business for Profit; Do You Know Costs? 


(Concluded from page 67) 
tary incentive to cause the salesmen to 
have an interest in profits. 

This mark-up policy is based on paying 
salesmen on a drawing account commis- 
sion basis. 

You should include in your all-inclu- 
sive costs all other items of sales expense 
such as sales management, sales secretaries, 
cost of rent for space used by sales depart- 
ment, advertising expense—all sales costs 
except the direct sales commission paid to 
salesmen must be included in your all- 
inclusive costs. 

Remember—you are in business to 
MAKE A PROFIT. 

To make a profit KNOW YOUR 
COSTS and MARK UP YOUR COSTS 
to earn a decent profit on your sales. 

These mark-up percentages should be 
used in marking up your own all-inclusive 
costs, but your all-inclusive costs should 
not include the actual commission paid to 
salesmen. The sales commission paid to 
salesmen varies. Since it is variable, it does 
not belong in your all-inclusive costs. 

Sales commissions must have a relation 
to the profit the company will realize. If 
the company takes a lower rate of profit 
on an order, then the sales commission 
must also be at a lower rate. 

In this suggested formula you'll note 
that as the company profit is reduced, the 
sales commission is reduced to a greater 
extent than the company profit. That’s the 
way it was planned and should be. It gives 
you a good sharp needle to jab in your 
salesman—a monetary incentive to make 
him do his best to sell at a fair price that 
will make him and the company a fair 
compensation. 

This mark-up pricing formula is based 
on paying salesmen on a drawing account 
commission basis. Salesmen pay a// their 
own expenses. To my way of thinking, 
this is the fairest, best way to compensate 
salesmen. 

All of the sales costs, the sales manage- 
ment, sales secretaries, cost of rent for 
space used by sales department, advertis- 
ing expense, all sales costs except the di- 


W. E. Fassbinder, Printing Director 
Of Corn Belt Publishers, Honored 

Directors of the Printing Industries As- 
sociation of Kansas City and members of 
the association’s typographic and stereo- 
typers’ scale committees honored William 
E. Fassbinder at a luncheon at the Hotel 
Muehlebach in Kansas City recently. 

Mr. Fassbinder has been appointed di- 
rector of printing for the Corn Belt Pub- 
lishers, Inc., Chicago and will supervise 
operations in Chicago, St. Louis, Kansas 
City, and Omaha. Before this appoint- 
ment, Mr. Fassbinder was manager of the 
Kansas City Drovers Telegram, one of 
Corn Belt Publishers newspapers. 


rect sales commission paid to salesmen, 
should be figured into your company’s all- 
inclusive costs. 

Using this mark-up policy will bring 
you other benefits besides a profit. 

You will stop the bickering about how 
to price your product and services. You 
give the formula to your sales manager 
and tell him that’s it—he and the sales- 
men agree as to the mark-up to apply on 
any individual job. 

They can use any one of the percentages 
they think best for the individual job, but 


the salesman knows in advance that if he 
asks for the 5% mark-up, he gets only a 
2% commission; and if he is not numb 
and dumb, he will learn fast to use the 
25% mark-up so he will make a 10% 
commission and earn a decent compensa- 
tion for himself as well as a fair profit for 
the company. 

If you agree with me that the only rea- 
son you are in business is to make a profit, 
then I hope you will know your own costs 
and apply to your costs a mark-up that 
will give you a fair profit. 

















ee eee 
PRODUCTION-QUALITY PROOFS 


WITHIN 5 TO 10 SHEETS AND 12 MINUTES OF WORKING TIME WITH 


S&S FLATBED OFFSET PRESSES 








OFFSET PROVING HAS COME OF AGE WITH THE S&S. 


Fast, accurate proofs on S&S presses eliminate the need to tie up production 
presses for single-color or multi-color proving. Exact production quality 
with 3-form-roller inking, automatic two-way dampening, automatic slow- 
down to prevent picking on coated stocks, electromagnetic grippers, both 
one-way and two-way inking. Fast set-up, plate clamping and wash-up; 
adjustable bed depth for metal, glass and plastics decorating. Sizes from 
18” x 25” to 52” x 77”. Prices, size for size, about 40% of production presses. 


Please write for complete information and prices and the names of leading 
U.S. and Canadian firms using S&S presses in multiple or single installations: 


AMSTERDAM CONTINENTAL TYPES & GRAPHIC EQUIPMENT, INC. 
276 PARK AVENUE SOUTH, NEW YORK 10, N.Y., SPRING 7-4980 
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“In the finishing department it’s always inspiring 


to see the many ‘extra care’ steps that 


have gone into every Wausau sheet before it 


reaches us. This is your assurance, too, 
of outstanding press runs when you select 


Wausau Papers.” 





WAUSAU BOND - WAUSAU TEXT - BROKAW OPAQUE OFFSET 
EVEREST TEXT - BROKOTE »* WAUSAU INDEX - WAUSAU LEDGER 
~ MIMEO + DUPLICATOR - ENVELOPES ° OFFICE IMPRESSION PAPERS 
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Why Do You Entertain ~ 
Your Buyers, Prospects? 


(Concluded from page 97) 
accepting lunches. And in his case, he 
bought the lunches until I landed my first 
order from him, and from there on it was 
my turn. 

Actually, there are three buyer reactions 
to this matter of obligation in return for 
lunches, dinners, or baseball tickets. 

First, there are those who feel no obli- 
gation whatever. 

Second, there are those who do feel they 
would be obligated, at least for more than 
a simple lunch, and, therefore, turn down 
all such offers. 

Third, there are those who feel obli- 
gated, accept the favors, and then return 
them in terms of orders placed. The num- 
ber of these people in the business com- 
munity as a whole is so small as to be 
negligible. You can and should ignore 
them on the grounds that if you can buy 
their business with fancy dinners, another 
salesman will come along to take it away 
with dinner and a night on the town. All 
you do is start a never-ending cycle. 

Meanwhile, back to the lunch. What is 
it good for then? 

Well, it’s good for getting your cus- 
tomer or prospective customer away from 
office interruptions, so that the two of you 


can get better acquainted, and so that you 
can get him to listen to your story. 

He will often accept the obligation of 
listening to your story. Any intelligent 
buyer owes you this much, but he may let 
phone calls or his own personal preoccu- 
pations stand in the way of hearing you. 
A luncheon will frequently, but not al- 
ways, remove these obstacles and let your 
story be heard. 

But don’t forget that the buyer’s obli- 
gation ends there. From there on, you 
stand or fall on the strength of your story 
—of what you have to offer him in the 
betterment of his work and his job. If you 
can’t offer anything, you may as well save 
your money. 

Lastly, you can get better acquainted. 
This is important because business is done 
on friendship—on mutual liking and re- 
spect of buyer and seller—more than on 
any other basis. But don’t overdo it. Lik- 
ing and especially respect are not encour- 
aged by over-free spending, and playing 
the big shot is a sure sign of a lack of 
sound judgment. 


Royal Zenith Moves Western Office 
Royal Zenith Corp. has moved its West 
Coast headquarters to larger space at 1350 
Broadway, Los Angeles. The company will 
offer pressmen a series of classes in the 
operation of its single-color offset presses. 
Arthur Steiner is regional sales rmanager. 


Beckett Buys Hamilton Plant 
Of Baldwin-Lima-Hamilton Corp. 

The Beckett Paper Co., Hamilton, Ohio, 
has purchased one of the plants of the 
Baldwin-Lima-Hamilton Corp. which ad- 
joins the Beckett mill. The floor space of 
the building is in excess of 125,000 square 
feet. It will be used to house finishing 
operations, raw materials, work in process 
and finished products. 

The Beckett Paper Co. is now operating 
three paper machines which have a daily 
capacity of nearly 140 tons of fine printing 
paper, both book and cover weights. The 
mill, established in 1848, has been oper- 
ating continuously on the same site for 
112 years. Between 1928 and 1948, pa- 
permaking capacity was doubled and has 
been doubled again in the past 11 years. 


Davidson Minneapolis Agency 
Changes Name and Adds Lines 

Davidson Sales and Service Agency of 
Minneapolis has changed its name and 
expanded its services. The new name is 
Products for Graphic Arts, Inc. 

Since 1955 the firm has been the exclu- 
sive authorized distributor for Davidson 
Corp., a Mergenthaler Linotype Corp. sub- 
sidiary, in Minnesota, the Dakotas, and 
western Wisconsin. It will now handle 
equipment and supplies produced by 21 
manufacturers. 








WAUSAU DISTRIBUTORS 


Alexandria, La. Bancroft PaperCo. Freeport, Ill. 
Atlanta, Ga. Howard Paper Co. 


Arrow Paper Co. 


Natchez, Miss. Bancroft Paper Co. 
Neenah, Wis. Sawyer Paper Co. 


Galesburg, Ill. Wilson Paper Co. New Orleans, La. 


Baltimore, Md. Stanford Paper Co. 
Baton Rouge, La. Bancroft Paper Co. aren, Fae 


Sam A. Marks & Co. 





General Paper Co., Inc. 


Beaumont, Texas 


Magnolia Paper Co. 


Bellows Falls, Vt. 


Mt. Kilburn Paper Co., Inc. 
Arlin Paper Co. 
Empire Paper Corp. 
Pilgrim Paper Co. 
Shawmut Paper Co. 


Boston, Mass. 


Brooklyn, N.Y. 


Price Nocks Paper Co., Inc. 


Buffalo, N.Y. 


The Union Paper & Twine Co. Inc. 


Cedar Rapids, lowa 


Evans Paper Co. 


Chicago, III. 


Berkshire Papers, Inc. 
La Salle Paper Co. 
Reliable Paper Co. 

Warner Paper Co. 


Cincinnati, Ohio 


The Chatfield Paper Corp. 


Cleveland, Ohio 


The Union Paper & Twine Co. 


Columbus, Ohio 


The Scioto Paper Co. 


Corpus Christi, Tex. 


Magnolia Paper Co. 


Dallas, Texas Western Paper Co. 
Denver, Colo. Jensen Paper Co. 


Des Moines, lowa 


Newhouse Paper Co. 


Detroit, Mich. 


The Union Paper & Twine Co. 
of Mich. 


Fernwood, Pa. Pontiac Paper Co. 


Fort Worth, Texas 


Western Paper Co. 


Magnolia Paper Co. New York, N.Y 


Grand Rapids, Mich. 
Grand Rapids Paper Co. 
Great Falls, Mont. 
Great Falls Paper Co. 
Green Bay, Wis. 
Steen Macek Paper Co. 


Hicksville, N.Y. 

Capstone Paper Co. 
Houston, Texas 

Magnolia Paper Co. 


Indianapolis, Ind. 
The Chatfield Paper Corp. 


Jackson, Mich. 
The Union Paper & Twine Co. 
Jackson, Miss. Barefield Paper Co. 


Kansas City, Kan. 
Wyco Paper Co., Inc. 
Kansas City, Mo. B & J Paper Co. 


Los Angeles, Calif. 
Columbia Paper Co. 
Lubbock, Texas Western Paper Co. 


McAllen, Texas Magnolia Paper Co. 
Madison, Wis. Westport Paper Co. 
Milwaukee, Wis. 
Reliable Paper Co. 
Sensenbrenner Paper Co. 
Minneapolis, Minn. 
Minn. Paper & Cordage Co. 
Moline, Ill. Carlson Brothers 
Monroe, La. Bancroft Paper Co. 


Nashville, Tenn. 
Clements Paper Co. 


Perkins-Goodwin Co. 
Oakland, Calif. Bayside Paper Co. 


Philadelphia, Pa. 
Acorn Paper & Twine Co. 
Pine Bluff, Ark. 
Smith Paper Products Co. 
Pittsburgh, Pa. 
Brubaker Paper Co. 
The Chatfield & Woods Co. 
of Pa. 
Portland, Ore. 
Carter, Rice & Co. of Ore. 
Paper Mills Agency of Ore. 
Providence, R.1. Roberts Paper Co. 


Rochester, N.Y. 
The Printers Supply House 
Rockford, Ill. 
Northland Paper Co. 


St. Louis, Mo. 
Shaughnessy-Kniep-Hawe 
Paper Co. 
San Diego, Calif. : 
Columbia Paper Co. 
San Francisco, Calif. 
Wilson-Rich Paper Co. 
Seattle, Wash. 
Paper Mills Agency, Inc. 
Shreveport, La. Bancroft Paper Co. 


Tyler, Texas Western Paper Co. 


Visalia, Calif. 
Caskey Paper Co., Inc. 


Washington, D.C. 
Stanford Paper Co. 
Wausau, Wis. Paper Specialty Co. 


WAUSAU PAPER MILLS COMPANY AT BROKAW, WIS. 


District Sales Offices: Atlanta 


Chicago + Cleveland - 


Los Angeles + New York City 
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PEOPLE .. 1: NEWS 





A. J. BAIRD has been elected chairman 
of the board of Baird-Ward Printing Co., 
Nashville, Tenn. JAMES E. WARD, for- 
merly a vice-president, succeeds Mr. Baird 
as president. WILLIAM E. WARD, III, was 
elected a vice-president. Other officers of 
the company are WILLIAM E. WARD, JR. 
and P. E. MINOR, vice-presidents; JACK 
HERNDON, treasurer; WALTER E. WIL- 
LIAMS, secretary, and LEwis H. HERN- 
DON, assistant secretary. 

GRANT HERMAN, formerly plant man- 
ager, has been named vice-president for 
manufacturing of the Kable Printing Co., 
Mount Morris, Ill. JOHN E. SAYLES, exec- 
utive assistant to the president, has been 
appointed vice-president for estimating 
and industrial engineering; THOMAS H. 
WHITNEY, executive assistant to the pres- 
ident, was elected a vice-president, and 
EDWARD L. MILLER, acting sales manager, 


was named sales manager. 





Grant Herman John E. Sayles 





Edward L. Miller Thomas H. Whitney 


HAROLD R. SALISBURY has been elect- 
ed vice-president in charge of the business 
forms division of the Comptometer Corp., 
Chicago. In addition, he will continue his 
duties as general manager of Nebraska 
Salesbook Co. and U.S. Business Forms 
Co., Lincoln, Neb., both of which are 
subsidiaries of Comptometer Corp. 

ARCHIE T. WILDE has joined Murray 
& Gee, Inc., Culver City, Calif., as a vice- 
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president and sales representative. Mr. 
Wilde formerly was president and general 
manager of the Commonwealth Press. 


~~ 
Donald W. Reims 





Edward Mahnic 


EDWARD MAHNIC and DONALD W. 
REIMS have been appointed district sales 
managers of Fasson Products, a division of 
Avery Adhesive Products, Inc., Paines- 
ville, Ohio. Mr. Mahnic’s territory in- 
cludes Ohio, western Pennsylvania, West 
Virginia, and eastern Kentucky. Mr. 
Reims is manager for the New York City 
area. 

EDWARD W. ARCHBOLD has been pro- 
moted to sales manager of printing prod- 
ucts at the Cleveland branch office of Min- 
nesota Mining and Manufacturing Co., 
St. Paul, Minn. 

DEXTER S. GUNDERSON has been add- 
ed to the staff of Richardson-Sovde Co., 
Inc., Minneapolis. 

LEE T. NELSON has been elected treas- 
urer of the Strong Electric Co., Toledo, 
Ohio. Mr. Nelson, formerly the assistant 
treasurer, succeeds RALPH N. HARDER, 
who has retired. 

ALBERT JANDA has retired after com- 
pleting a 50-year career with the Goss Co., 
a division of Miehle-Goss-Dexter, Inc., 
Chicago. 

W.R. BOSWELL has been elected vice- 
president in charge of sales by the Arkan- 
sas Printing and Lithographing Co., Little 
Rock, Ark. Other newly-elected officers 
include: LUSK F. ROBINSON, vice-presi- 
dent and director of creative printing; 
DERRELL W. HENRY, vice-president in 
charge of contract printing; ALBERT 
HERVEY, JR., treasurer and controller, and 
MARIAN SMITH, secretary. 

MATT J. LECKEY, president of Sinclair 
and Valentine Co., has been appointed 
executive committee chairman of the En- 
gineering Development Council for Man- 
hattan College, New York City. The coun- 
cil is conducting a drive for funds to be 








used for constructing an engineering 
building. 

DALE WoopBury has been appointed 
a customer engineer in the Missouri, Iowa, 
Nebraska, and Kansas territory by Fair- 
child Graphic Equipment, Inc., Plainview, 
L. I., N.Y. He succeeds CLAUDE KRAMER, 
who has been named a special field repre- 
sentative by Fairchild. 

EDWARD D. WILSON of the New York 
Lithographing Corp., New York City, has 
been elected president of the Metropolitan 
Lithographers Association. 

EDWARD H. REASER has been named 
sales manager for the Color Marketing Co. 
of Cleveland, a division of McCorquodale 
Color Card Co., Mahwah, N. J. 

BURTON LEWIS has been appointed 
treasurer and FRANK P. WITKO has been 
named vice-president of the Fort Orange 
Press, Inc., Albany, N.Y. Associated with 
the company since 1951, Mr. Lewis is also 
vice-president and general manager. 

GEORGE W. MITCHELL and RUSSELL 
E, SEXSMITH have been named general 
manager and sales manager, respectively, 
of the Flint, Mich., plant of the Mead 
Containers Division of the Mead Corp. 

J. W. VOGEL has been appointed prod- 
uct planning supervisor of the systems 
control sales division of Cutler-Hammer, 
Inc., Milwaukee. B. L. MAYS succeeeds 
Mr. Vogel as product section supervisor, 
for graphic arts and newspaper industries. 

BRAD CLARK has been appointed na- 
tional sales manager for the Radiant Col- 
or Co., Oakland, Calif. Mr. Clark, former- 
ly the eastern sales manager, will have his 
headquarters at the firm’s newly-estab- 
lished sales office and warehouse in Chi- 
cago. Other company appointments in- 
clude: EDWARD J. FRANZ, Chicago office 
manager; ROBERT J. O. DONOGHUE and 
ROBERT E. VOEGELE, Midwestern area 
salesmen; ROBERT E. WAGNER, New 
York office sales manager; JOHN A. DE- 
CARLO, eastern salesman, and HERBERT 
D. HAWORTH, JR., west coast salesman. 

MARVIN A. SNOW has been appointed 
manager of professional sales for Ansco, 
the photographic manufacturing division 
of General Aniline & Film Corp., Bing- 
hamton, N.Y. 

RICHARD T. SCHNEIDER has been ap- 
pointed a sales correspondent for Goss 
International, a subsidiary of the Goss 
Co., a division of Miehle-Goss-Dexter, 
Inc., Chicago. He will communicate with 


Marvin A. Snow 


Richard T. Schneider 
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...and at their best 
when they 
roll into action! 








Black and white or full-color jobs—watch them 
snap to attention on Franklin Bristols and 
Williamsburg Offset! And have you tried Princess 
Anne Bond? See your local Union-Camp fine paper 
distributor for sizes, weights and samples. 





S UNION-CAMP 


FINE PAPERS 
Umon Bag-Camp Paper Corporation 233 Broadway NY 7 NY 


Queen's Own Highlanders—printed on Williamsburg Offeet. Basis 80. 





FREE! For reproductions of this series of six different “honor guards”, suitable for framing, write Dept. 86. 























Latin-American newspaper and magazine 
publishers and supply them with informa- 
tion on the firm’s products and services. 

W. R. JENNINGS has been appointed 
production manager of the north central 
division of the Hawley-Monk Co., Balti- 
more, Md. Mr. Jennings’ headquarters 
will be in Kalamazoo, Mich. 

RUSSELL E. KENNEDY has purchased 
the Indiana Chemical and Manufacturing 
Co., Indianapolis, one of the oldest print- 
ing chemical manufacturing concerns in 
the United States. 





Bernard A. Skomars Russell E. Kennedy 


BERNARD A. SKOMARS has been 
named manager of the Quality Park Litho 
Service, a newly-established department 
of Brown & Bigelow, St. Paul, Minn. 

MERRILL F. HYER, ROBERT S. PARK- 
ER, and Roy G. LJUNGREN have been 
named to new positions in the advertising 
and public relations division of the Stand- 
ard Register Co., Dayton, Ohio. Mr. Hyer, 
formerly director of sales promotion, is 
assistant director of advertising and pub- 
lic relations. Mr. Parker succeeds J. E. 
ROMIG, who retired, as advertising man- 
ager. Mr. Ljungren, formerly a staff as- 
sistant in the department, is the new sales 
planning manager. 

HERBERT A. MACDONOUGH has been 
appointed to the newly-created position of 
manager of product marketing for Ansco, 
the photographic manufacturing division 
of General Aniline & Film Corp., Bing- 
hamton, N.Y. 





George W. Greble H. A. MacDonough 

GEORGE W. GREBLE has been ap- 
pointed manager of advertising and sales 
promotion and coérdinator of dealer rela- 
tionships of the Photostat Corp., Roches- 
ter, N.Y. He formerly was offset products 
manager. 

WINTHROP L. CARTER, JR., secretary, 
assistant treasurer, and a director of the 





Nashua Corp., Nashua, N. H., has been 
elected a vice-president. The board of di- 
rectors also elected the following vice- 
presidents: WILLIAM E. CONWAY, manu- 
facturing; ROBERT C. DALE, research and 
development; WILLIAM H. FOSTER, mar- 
keting; Ross G. SMITH, JR., personnel. 

Mrs. ROBERT V. RUSSELL has been 
elected president of the Robidoux Print- 
ing Co., Inc., St. Joseph, Mo., succeeding 
her husband, who died Jan. 3. THEODORE 
E. FATH was elected vice-president and 
general manager. 

CHARLES T. BROWN, JR., has been 
elected vice-president and secretary of the 
Franklin Printing Co., Primos, Pa. OLIv- 
ER MARTIN was named vice-president and 
treasurer. 


WAYNE R. MARCOULLIER and MIL- 
LARD E. RADA, sales representatives, have 
been appointed to newly created staff posts 
by the Goss Co., a division of Miehle- 
Goss-Dexter, Inc., Chicago. Mr. Marcoul- 


Millard E. Rada 


W. R. Marcoullier 











announcing 


CHANDLER and PRICE 
MODEL-3 1442” x 22” 


Super Heavy Duty 
Automatic Press 


Extra rugged construction which has al- 
ways been adominant feature of Chandler 
and Price Super Heavy Duty Presses has 
been further amplified in this NEW 
Model-3 Super Heavy Duty Automatic 
Press. In addition, many new features 
which assure faster production and greater 





1. Outboard bearings 
for' flywheel shaft 
attached to main 
frame. 

2. Rotary pump with 
separate motor. 

|. 3. Automatic oe with 
clutch and brake. 

4. Platen impression 
control. 

5. Delayed action 
register mechanism. 

6. Two large diameter 


fly wheels. 


~) 


. Larger sheet. 


ies) 


. Faster speed. 

9. Constant speed 
motor with puilt in 
mechanical variable 
drive. 

10. Increased strength 
back shaft. 

il. Improved ball bear- 

ing delivery slide. 


operating ease have also been incorporated. 12. ro gm design feed 


These include: 





4 table drive. 
13. Increased diameter 

wrist pins. 
14, 4%" cutting plate— 


“standard equipment. 
15. All feeder controls — 
left front of press. 
16. Gripper bar cam 
eliminated. 

17. Improved feed bar 
adjustment, 

18. Adjustable selective 


gee 





feed table drive. 

19. Elimination of crank 
shaft. 

20. Tapered sleeve type 
fly wheel. 

21. Pile height feeler 
mechanism rede- 
signed. 


THE CHANDLER & PRICE COMPANY 


CLEVELAND 3, OHIO 
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lier is manager of the firm’s magazine and 
special sales field. Mr. Rada, as accounts 
manager, will codrdinate and advance the 
company’s relationships with its major 
Magazine and rotogravure press accounts 

RALPH REDMOND, JR., has been ap- 
pointed sales manager of the Detroit office 
of Mead Containers Division of the Mead 
Corp., Dayton, Ohio. He formerly was as- 
sistant sales manager at the firm’s Flint, 
Mich . plant. 

ROBERT R. TATE has been named sales 
manager for printing papers with Scott 
Paper Co.’s Hollingsworth & Whitney 
western sales division. With headquarters 
in Chicago, Mr. Tate will be responsible 
for supervising merchant sales. 





H. A. Selvaggio Robert R. Tate 


HERMAN A. SELVAGGIO has joined the 
staff of Herbick & Held Printing Co., 
Pittsburgh, as director of its typographic 
service. He formerly was sales manager of 
Edwin H. Stuart, Inc. 





Sorg’s EQUATOR INDEX does it All 


...and does it to perfection! 


PRINTING + DIE-CUTTING * SCORING + FOLDING 


The self-mailer shown at right is typica 
»f the outstanding work being done 
on Sorg's Equator Index by printers 
ntry. This job, produced 
by the Gates Rubber Company, re 
provide not 
printing 
the ruggec strength 
nece 
rey tacelaehilil: MRL: 
Sorg’s Equator Index Bristol poss 
the test on each of these requirements 


with flying co 








Here’s Why EQUATOR INDEX rates so high! 








Portfolios and 
oO g the full range 
s, and weights. He'll be 





Possessing a super-smooth, surface-sized finish that produces beautiful 
printing results at more profitable press speeds, and a tough, one-piece 
construction that takes easily to all bindery operations—it's little 
wonder why Sorg’s Equator Index Bristol has become such an over- 
whelming favorite with thousands of paper buyers. 


But Equator Index rates high for other reasons, too! Its range of 
six colors and new, brighter, truer white are used to give variety of 
color to series mailings and color identification to business forms and 
records. Moreover, you can use Equator Index colors, printed in solid 
and tints, to produce striking multi-color effects with just a single 
press impression. 


And don’t forget—the variety of sizes and weights available in Sorg’s 
Index lets you select the sheet that will give you maximum finished 
pieces—with minimum waste. Call your Sorg distributor for sample 
sheets, and test Equator Index to your own satisfaction! 





Offices in NEW YORK + CHICAGO + BOSTON « ST. LOUIS « LOS ANGELES 
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SORG STOCK LINES 

WHITE SOREX + CREAM SOREX + LEATHER EMBOSSED COVER + PLATE FINISH + EQUATOR INDEX BRISTOL + REGISTER BOND 
MIDDLETOWN POST CARD + 410 TRANSLUCENT + EQUATOR LEDGER +» SORG'S BLOTTING + BRILLIANT VELLUM 

TENSALEX + GRANITEX + PARCHTEX 





STUART E. KAY, vice-president and a 
director of the International Paper Co., 
New York City, has been appointed direc- 
tor of research. He is succeeded as man- 
ager of northern division manufacturing 
by GEORGE H. RAND. 

BREARLY E. NICHOLSON has been ap- 
pointed Binghamton, N.Y., district sales 
manager for Ansco, the photographic 
manufacturing division of General Ani- 
line & Film Corp. HARRY B. DAVIS was 
promoted to Chicago district sales super- 
visor by Ansco and ROBERT W. SONNEN 
was appointed manager of Ansco’s San 
Francisco sales district. 

GORDON G. MCMAHON has been ap- 
pointed midwestern regional sales man- 
ager by the Morgan Adhesives Co., Stow, 
Ohio. Mr. McMahon will have his head- 
quarters in Chicago. 

ROBERT G. HAMILTON has been ap- 
pointed industrial product sales manager 
of Fasson Products, division of Avery Ad- 
hesive Products, Inc., Painesville, Ohio. 


Robert G. Hamilton Gordon G. McMahon 


JOHN LAMBIE and ALFRED H. WIL- 
HELM have been elected vice-presidents of 
the Diamond National Corp., New York 
City. Mr. Lambie will be in charge of the 
company’s United States Printing & Litho- 
graph Division, the Gardner Division, 
and Brooks, Inc. Mr. Wilhelm will be in 
charge of budgetary controls. 

ALFRED BARCLAY has been named 
manager of the magazine press division 
of the Curtis Publishing Co., Philadelphia. 
He succeeds NELSON B. COLEMAN, who 
retired after 43 years with Curtis. JOHN 
W. Moony succeeded Mr. Barclay as as- 
sistant manager of the division. 





John Lambie Alfred H. Wilhelm 


MAYNARD D. CONKLIN, treasurer, and 
SPURGEON BARNDT, product sales man- 
ager of box wrap and gift wrap, have been 
elected vice-presidents of the Champion 
Paper Specialties, Inc., Piqua, Ohio. Mr. 
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Conklin will continue as treasurer of the 
Champion Paper and Fibre Co., Hamilton, 
Ohio, of which Champion Paper Special- 
ties is a subsidiary. 

MARTIN K. VISSER has been named 
pressroom superintendent of the Mere- 
dith Publishing Co., Des Moines, Ia. He 
heads ‘the split operation at Meredith’s 
new printing plant in suburban Des 
Moines and at the present building. 





Walter Redfield 


Martin K. Visser 


WALTER REDFIELD has been appoint- 
ed district representative for northeastern 
Ohio and western New York by the Macey 
Co., a subsidiary of Harris-Intertype Co., 
Cleveland. 

JAMES R. COOPER has been named 
general sales manager of the Vulcan Rub- 
ber Products Division of Reeves Brothers, 
Inc., New York City. WALTER A. MC- 
EVILLY succeeds Mr. Cooper as product 
manager of Vuican offset and newspaper 
blankets. 

EDWARD C. HEMES was elected vice- 
president of Reeves Brothers, Inc., New 
York City, at a recent special meeting of 
the board of directors. He joined the com- 
pany in 1953, when Vulcan Rubber Prod- 
ucts, Inc., was acquired by Reeves. 





Lawson Ware 


Edward C. Hemes 


LAWSON WARE has been named as-. 


sistant to AL SHOPNITZ in the newspaper 
division of Sam’! Bingham’s Son Manu- 
facturing Co., Chicago. He formerly was 
associated with the Printing Ink Division 
of the Interchemical Corp. 

IRA H. KAPLAN has been appointed 
production manager of the Graphic Arts 
Press- Washington Planograph Co., Wash- 
ington, D. C. 

C. ROBERT SCOTT has been named 
sales manager of Sweeney Lithograph Co., 
Inc., a subsidiary of Federal Paper Board 
Co., Inc., Belleville, N. J. 


JAMES T. HILL, JR., has been elected to 
the board of directors of Interchemical 
Corp., New York City. He is a general 
partner of William A. M. Burden & Co. 

BARRY T. LEITHEAD, president of Clu- 
ett, Peabody & Co., Inc., has been elected 
to the board of directors of West Virginia 
Pulp and Paper Co., New York City. 

F. G. RAPP has been appointed general 
sales office manager of the sales depart- 
ment, primary grades division of the In- 
ternational Paper Co., New York City. He 
succeeds A. K. SMITH, who retired. 

JOSEPH J. BRASKICH has been appoint- 
ed executive vice-president of Jahn-Tyler 
Printing & Lithographing Co., Phoenix, 
Ariz. Mr. Braskich, who acquired a finan- 
cial interest in the firm, formerly was 











John L. Bandelin Joseph J. Braskich 
treasurer and director of W. A. Krueger 
Co., Brookfield, Wis. 

JOHN L. BANDELIN has been named 
manager of new product development of 
the Forbes Lithograph Manufacturing Co., 








fn the beginning 


In the beginning, there is the camera. Here, in 
the first step to most reproduction processes, is where 
your work and your reputation gains its hallmark. 


How the camera does its work—well, indifferently, 

or badly—is surely reflected in the quality of the 
printed piece. If your camera is capable of faithfully 
reproducing the copy . . . or even of improving on its 
deficiencies . . . every other step in the printing process 
has a much greater chance of success. 


Is it not sound business then, to be certain that the 
camera you use is the very best camera you can buy? 
And when that camera costs no more—or at best, a 
very little more than an ordinary camera, it can be 
the best investment in business success you ever made. 


Robertson Cameras are designed and built by camera 
craftsmen. The experience and tradition of more 
than 30 years of building fine photo-mechanical 
equipment is clearly evident in every camera 


bearing the Robertson name. 


Next time the purchase of a camera—in any size, or 
for any process—is in your business plans, investigate 
the Robertson line. Your nearby Robertson Dealer will 
be happy to demonstrate the obvious advantages a 
Robertson Camera can bring to you. 


ROBERTSON PHOTO-MECHANIX, INC. 
7440 LAWRENCE AVENUE, CHICAGO 
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Chelsea, Mass. He will continue to direct’ 


the firm’s folding carton sales. 

W. E. SWITZER, former executive sec- 
retary of the International Typographic 
Composition Association, Inc., has been 
appointed assistant to the general man- 
ager of the Magoffin Co., Inc., Hollywood, 
Calif. 


M. A. Miller W. E. Switzer 
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M. A. MILLER has joined Robertson 
Photo-Mechanix, Inc., Chicago, as assistant 
sales manager for its standard photome- 
chanical products. 

EARL W. PRESTRUD has been named 
director of marketing for Brown & Bige- 
low, St. Paul, Minn. 

CLINT WARD has been appointed vice- 
president of the northern division of the 
Western Lithograph Co., Los Angeles. 

JOHN BERSBACH has joined the Regen- 
steiner Corp., Chicago, as vice-president 
in charge of sales. He formerly was asso- 
ciated with the Manz Corp. 

EDWARD MYERS has been appointed 
foreman of the rotary pressroom of West- 
ern Printing and Lithographing Co. in 
Poughkeepsie, N.Y. 

A. N. QUINN has been appointed sales 
manager of the dynamotive line of the 
Automatic Transportation Co., Chicago. 
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STORE BIG PLATES 


Safely .... Economically 
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STORAGE RACK 


Plates stacked horizontally are fine as 
long as you don’t try to get one out of the pile. 
if you do, better call the local strongman for help. 


nuArc plate storage racks with easy-slide hooks 
make filing and finding fast and easy. Plates filed 
vertically never warp or distort. Hooks act as 
spacers to keep plates from damaging each other. 
You can find the plate you want immediately by 
sliding the hooks back and forth. 


For complete information see your Graphic Arts 
supplier, or send for Bulletin A7051. 





“wa@ SMALL SPACE 7 








COMPANY, INC, 
General Office and Factory: 4110 W. Grand Ave. « Chicago 51, Ill. 
Eastern States and Service: 215 Park Ave. So., New York, New York 


EASY SLIDE 
gt HOOKS 








4 STOCK SIZES 


No. Width Length 
PR33-34 24” to 34” 43” 


PR33-34DD | Same as above— 


Cat. | Plate | Plate 








double deck 
PR33-37 | 36” to 47” a 
PR33-38 51” to 58” 7” 









SPECIAL SIZES AVAILABLE 















ALSO 
AVAILABLE: 
Carry-All storage 
containers to fit 
Plate Storage 
Racks. Made of 
heavy denim: 
zippered closure: 
4 sizes. 
















NEW 
LITERATURE 


Those interested in literature described ore asked 
to write direct to the company listed in the item 


How to Set Up for Offset- 
Package Plans Booklet 

Printers who wish to get started in off- 
set printing for the first time may now 
take advantage of two complete offset de- 
partment package plans offered by the 
American Type Founders Co., Inc., 200 
Elmora Ave., Elizabeth, N. J. 

Complete details on both plans, to- 
gether with floor layouts, specifications, 
and illustrations of recommended equip- 
ment, are available in a four-page booklet, 
“How to Set Up for Offset-Package 
Plans.” 


Screen Process Supplies Catalog 

Advance Process Supply Co., Inc., 2315 
W. Huron St., Chicago 12, has issued its 
1960 catalog of screen process supplies. 
The 182-page, illustrated book is divided 
into five categories: color and chemicals, 
equipment, supplies, screen and art serv- 
ices, flock-tinsel decorative. 


Wausau Snow Crest Brochure 

Wausau Paper Mills Co., Brokaw, Wis., 
is featuring its roll-embossed fancy “Snow 
Crest” finish on Everest Text and Brokaw 
Opaque Offset in a new brochure with 
matching envelope. The specimen piece 
has samples of line drawings and wash or 
combination halftones printed in four- 
color process or black and white. 





The Snow-Crest brochure includes samples of 
line drawings and wash or combination halftones 


Nolan Remelters Bulletin 

Complete specifications of the Nolan 
600-pound and 2,000-pound remelters 
are contained in a new illustrated bulletin 
offered by the Nolan Corp., Rome, N.Y. 


Daycollan Roller Brochure 

A two-color brochure describing a new 
line of printing rollers has been prepared 
by the Dayco department of Dayton In- 
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dustrial Products Co., 2001 Janice Ave., 
Melrose Park, Ill. The 14-page, spiral in- 
sert booklet, illustrates Daycollan printing 
roller results with a variety of paper stocks 
and inks. 


Eagle 1960 Catalog 

A complete 1960 catalog, illustrating 
and describing its line of oilers, safety 
cans, and oil and gasoline containers, has 
been issued by the Eagle Manufacturing 
Co., Wellsburg, W.Va. 


Keysort Dupli Punch Style Sheet 

The Royal McBee Corp., Port Chester, 
N.Y., has released a style sheet, $-550, on 
its Keysort Dupli Punch. Illustrations in- 
clude sequence operational photos. 


iMPACT 
COATED 

BOOK 

and COVER 


Utilizing the Impact concept of papers and inks, 


Appleton insert is printed in four-color process 


Apco Impact Coated Papers Insert 

Appleton Coated Paper Co., Appleton, 
Wis., is introducing its Apco Impact coat- 
ed book paper in insert advertisements to 
art directors, advertising agencies, printers 
and lithographers, as well as consumer 
and industrial advertising buyers. Printed 
in four-color process, the insert utilizes 
the new Impact concept of printing papers 
and inks. 


Pros and Cons of Leasing 

The Foundation for Management Re- 
search, 121 W. Adams St., Chicago 3, has 
issued a new study, “The Pros and Cons 
of Leasing.” The enlarged second edition 
indicates that smaller businesses are leas- 
ing factory equipment, store fixtures, etc., 
on three-to-five-year leases, with renewals 
for another five years. 


Kodak Reference Guide Wall Chart 

A reference guide wall chart listing the 
complete line of Eastman Kodak Co. pho- 
tographic plates is available from the Sen- 
sitized Products Sales Division, Rochester 
4, N.Y. “Characteristics of Kodak Plates” 
lists 33 different photographic plates as 








This folder 
helps us 


lower bids... 


“When we had to tie up our 
big folding machine for short runs 
and small size folding jobs, we 
found it hard to meet competitive 
estimates. But with our new little 
Pitney-Bowes folder, our bids are 
considerably lower and the jobs 
more profitable.” 


—From a typical case study. 


@ The PB fully automatic folding 
machine Model FM takes all paper 
Sheets from 3 by 3% to II by 
24 inches. Makes any of eight basic 
folds. Can make two parallel folds 
in a letter size sheet at speeds up 
to 10,000 per hour. Other sizes 
up to 19,000 per hour. Even folds 
sheets stapled together. And the 
exclusive Dial-A-Fold assures 


Made by the originator of the postage meter . 





The smaller FH, semi-automatic, 
folding machine, costs less 
than a standard typewriter. 







hairline accuracy for all folds and 
weights of paper. 

@ No skilled operator needed. The 
FM can be run by anybody, set for 
a job, without tools, in a minute. 
@ For a demonstration call your 
nearest PB office or send coupon 
for free illustrated booklet. 





— 


New Combined 
Folder-inserter 


PB’s Model 3300-FM 
folds and stuffs into Pe. 
envelopes 500 < 
advertising J 
pieces, bills, 
etc. in8 minutes! 
The “3300” by itself 
hooks onto any PB folder, or can 
be used as an inserter alone. 














PITNEY-BOWES Folding 
« Inserting Machines 


. branch offices in 132 cities, coast to coast. 


Ce ee 


PITNEY-BoweEs, INC 
4214A Walnut St. 
Stamford, Conn. 


Send free illustrated booklet on 
Folding and Inserting Machines to: 


Name 





Address 
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well as spectroscopic plates intended for 
scientific and technical use. A six-page 
Kodak publication, “Physical Characteris- 
tics of Kodak Glass Base Plates,” is offered 
with the wall chart. 


Ludlow Type Folder 

The Ludlow Typograph Co., 2032 Cly- 
bourn Ave., Chicago 14, has issued a four- 
page folder on its new Record Gothic Me- 
dium Extended typeface. Samples of the 
type in 6- to 48-pt. sizes are shown. 
TAPPI Career Guidance Brochure 

A comprehensive career guidance bro- 


chure, “What You Should Know About 
Career Opportunities Offered by the Pulp 


and Paper Industry,” has been issued by 
the Technical Association of the Pulp and 
Paper Industry, 360 Lexington Ave., New 
York 17. The brochure is aimed at stu- 
dents and technical graduates in science, 
engineering, and related fields. 


Pitney-Bowes Imprinter Booklet 

Methods by which firms can cut the 
concealed costs of imprinting on paper 
forms, paperboard, and cartons are de- 
scribed in a booklet offered by Pitney- 
Bowes, Inc. of Walnut and Pacific Sts., 
Stamford, Conn. The booklet illustrates 
savings achieved by users of the Tickom- 
eter and of the heavy duty Model 4800 
imprinter. 















30” - 36” 
42” in 45" 
ROTARY 





ROTARY 
@ SLOT HOLE AND 


@ ROUND HOLE PERFORATING 


- = 









19” 
ROTARY 


These are the ultimate in quality perforating units . . 
formance, utmost efficiency and maximum production . . 


you. Get details. 


today’s FINEST 
PERFORATING 


THESE MACHINES 
ARE UNEQUALLED 





24” 
ROTARY 


Whether your plant is large or small there’s an 
incomparable N-D PERFORATOR to adequately 
and dependably suit your requirements. And 
you can always rely on it for the most profitable 
and best in all-around speed, accuracy and con- 
sistent performance. What's more, these are 
more than merely perforators. They crimp .. . 
slot . . . score; they do snap-out and cut-out 
slot hole work; they‘re positive on strike-in jobs; 
and the 22” model does BOTH slot hole and 
round hole perforating. Such versatility can 
make money for you! So, for utmost satisfaction, 
get an N-D PERFORATOR. Write us now for 
literature. 





FEEDER - PERFORATOR - JOGGER 


. designed for top per- 
. to make money for 


NYGREN-DAHLY COMPANY 


1422-32 ALTGELD ST. 


CHICAGO 14, ILL., USA. 
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Basic Requirements 
For Better Electrotypes 

The International Association of Elec- 
trotypers and Stereotypers, Inc., 758 Lead- 
er Building, Cleveland 14, has issued the 
second edition of its “Basic Requirements 
For Better Electrotypes,” booklet. The 
manual contains suggestions on proper 
procedures for obtaining the best quality 
and performance from electrotypes. Price 
per copy is 15¢; minimum, 50 copies. 


Paper Expansion Testers Data Sheet 

A data sheet illustrating and describing 
three different types of paper expansion 
meters is now available from Testing Ma- 
chines, Inc., 72 Jericho Turnpike, Mine- 
ola, L.I., N.Y. The meters, which show 
material reaction to changes in moisture 
content, aid in the control of proper regis- 
ter for multicolor printing. 


From A to Z—Paper Swatches 
West Virginia Pulp & Paper Co., 230 
Park Ave., New York 17, has issued a new 
folder on its line of paper products for 
the packaging industry. Called, “From A 
to Z,” the folder contains swatches and 
descriptions of the various types of paper. 


Variable-Speed Sheave Bulletin 

T. B. Wood’s Sons Co., Chambersburg, 
Pa., has issued bulletin No. 6102, which 
describes its new stationary control “SVS” 
variable-speed sheave for standard V- 
belts. Sure-Grip companion sheaves and 
Quick-Slide motor bases are also covered 
in the eight-page, illustrated bulletin. 


ATF Craw Modern Bold Folder 

A four-page specimen folder on ATF 
Craw Modern Bold is now available from 
the American Type Founders Co., Inc., 
200 Elmora Ave., Elizabeth, N. J. In addi- 
tion to its illustrated specimens showing 
Craw Modern Bold in advertising layouts, 
the booklet contains a page of practical 
pointers on the various uses of this type 
face. 


Port Huron Sample Working Kit 

The Port Huron Sulphite & Paper Co., 
Port Huron, Mich., is offering systems and 
forms design specialists a free working 
kit of one-time carbon papers developed 
for forms to be used on high-speed tabu- 
lating equipment. Included in the kit are 
samples of a new nonbleed carbon for use 
in forms containing offset plates. 


Univac Tape Searchwriter Booklet 

An eight-page booklet, describing the 
Univac Tape Searchwriter, has been pub- 
lished by the Remington Rand division of 
Sperry Rand Corp., 315 Park Ave. S., New 
York 10. The tape searchwriter is an inte- 
grated system which provides a method 
for searching a magnetic tape file for a 
desired item. 
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Printers Can Boost Sales 
By Using Clever Promotion 


(Concluded from page 61) 
most impossible to reach such men by 
personal contact, we believe that our ad- 
vertising must carry most of the load. 

Pittsburgh Quote, our executive-type 
company magazine, carrying features on 
Pittsburgh’s people and its institutions, is 
edited for this segment of our market. 
This part of our list, with very rare excep- 
tions such as A Pittsburgh Album (a pic- 
torial record of Pittsburgh 1758-1958), 
receives only Pittsburgh Quote. We do not 
mail to them any of our other advertising 
material. The second classification (also 
containing 1,100 names) are men whom 
we call influencers—sales managers, ac- 
count executives, etc—who are more 
interested in the results of printing than 
in the mechanics of its production. 

Our Adventures in Printing series is 
directed at this segment of our market. 
These pieces are samples of work we have 
done for customers. Our covering infor- 
mation sketches in the problem that faced 
our customer and how we, in most cases, 
helped in its solution. This Part of our 


How to Differentiate 
Between AA’s and PE’s 


(Concluded from page 73) 
cheaper to let the printer’s editor style the 
manuscript before it goes on the machines. 
The resultant saving in AA’s is likely to 
be more than the charge for the service. 

Another way of keeping down the cost 
of AA’s is to educate the customer in the 
economics of corrections. Many do not 
know that it costs as much to put a comma 
in a line as to correct a misspelling; or that 
a change on an otherwise clean galley 
proof is far more costly than one on a 
proof containing other mistakes; or that 
the insertion of a single word may re- 
quire resetting many additional lines. 

The instruction sheet I referred to ear- 
lier can contain this type of information 
also. On many jobs, a high percentage of 
AA’s is inevitable, but with codperation 
between printer and customer they can be 
kept to a minimum. And at least the cus- 
tomer will know that the printer is trying 
to help him reduce the cost of AA’s to the 
lowest possible level. 


New York Printer Buys Litho Firm 

Lind Brothers, New York City letter- 
press printers producing corporate and 
financial material, has acquired Plampin 
Lithographing Co., Inc. Plampin is a 45- 
year-old offset house specializing in point- 
of-purchase display and other printing for 
promoting sales of nationally-advertised 
drug and chain store products. Plampin 
retains its identity and is operating as a 
Lind division. 


list also receives Pittsburgh Quote. The 
third section of our list contains about 
three different classifications of people: 
(a) the good Joes with whom we do our 
day-to-day work; the advertising managers 
within the smaller companies, the pro- 
duction men in the larger advertising de- 
partments and agencies, and the purchas- 
ing agents—the actual printing buyers; 
(b) the younger assistants who will be the 
actual buyers of tomorrow; (c) art direc- 
tors, artists and studios who often have a 
great deal to say in placing an order. 

For this last classification, we prepare 
and print our so-called educational matter 
—such pieces as The Fine Art of Typog- 


raphy, The Fine Art of Copy Preparation, 
Helps and Hints, and our type specimen 
book. This part of our list also receives 
Pittsburgh Quote and Adventures in 
Printing. We also send out, when we think 
we have a story to tell, information on our 
plant or equipment—such pieces as one 
about our air-conditioning and another 
on our new Teletypesetter.” 


Washington, D.C., Shops Combined 
Graphic Arts Press, Inc. and Washing- 
ton Planograph Co. have completed con- 
solidation of their letterpress-offset opera- 
tions in a 32,000 square-foot plant at 
1110 Okie St., N. E., Washington, D.C. 











ALPENA | \_ 
MANIFOLD 2 


ALPENA 


MANIFOLD able in brilliant White and six bright colors. 


Brochure suggesting 
uses for 

ALPENA MANIFOLD 
sent on request. 







SAVES ON COST OF PAPER, 
POSTAGE AND FILING 


Advertising promotions, broadsides, folders, 
price books, etc., are now printed on sturdy 
9 pound ALPENA MANIFOLD instead of heavier 
weight papers. The excellent printing surface— 
smooth and fast drying—accepts ink quickly 
and evenly, insuring quality results, offset or 
letterpress. 


ALPENA MANIFOLD costs less per ream than 
heavier weight papers. Its light weight cuts the 
cost of mailing and requires less space to file. 
Your customers appreciate these savings. Avail- 


FLETCHER 


See 


PAPER COMPANY 


General Sales Offices, 20 N. WACKER DRIVE, CHICAGO 6, ILLINOIS 


MILL AT ALPENA, MICHIGAN 
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for more profit 


for more business 


LAMINATE 


the LOW COST way 


Laminate in your own plant using low cost 
standard, uncoated acetate, DuPont Mylar and other 
films in thicknesses from .0005” to .0075”. 


Lamination glamorizes menus, book covers, 
calendar cards, catalogs, displays and other items 
while protecting them from grease, dirt and scratch- 
ing. You can laminate in your own plant at minimum 
cost and with low capital investment. 


Rotobond lamination requires no heat or in- 
flammable. solvents. One or two sided work is lamin- 


ated efficiently and with minimum curl tendency. 


Rotobond A-3 machines are priced from $1950 


up. Write for information and samples. 


SEAL laminating machines using Sealamin film 


are available from $129. up. 




















ws 


A+3-24” Rotobond Mz 


Box 69, Bound Brook 8, N. J.. 





LETTERPRESS 
ROTARY PRE 
FOR SALE 


“Albert” 2 unit 6 plate wide ROTARY WEB MAGAZINE 
PRINTING PRESS, with 2-colour cover unit and 2-arm 
reel stands, maximum reel width 72” cut off 17” to produce 
magazines stitched 2 wires 12” x 812” maximum, to 10” 
x 812” minimum. Up to 96 pages and cover at 15,000 
copies per hour or 48 pages and cover double production 
at 30,000 copies per hour. Electric Drive from two 40 
h.p. “Fuller” A.C. Electric Motors with Automatic con- 
trols. 


This Press is new and has completed satisfactory 
tests. Foundry Casting Equipment is available. 


OFFERS ARE INVITED. 

Also several Rotary Magazine Printing Presses to- 
gether with ancillary equipment for production of 
magazines. 


Specifications and details on application to 

FRANK COLEBROOK & PARTNERS 
Salisbury Square House, Fleet Street, London, E.C.4. England 
with whom inspection can be arranged. 
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DOLLAR-HOUR ESTIMATING SYSTEM 
By Fred W. Hoch 
$25.35 


Includes the following which may also be pur- 
chased separately: 


Standard Production and Dollar-Hour Values 
for Printers. $5.35. Perpetual estimating guide 
providing data on average production for all oper- 
ations together with variable hour rates. Provision 
is made in each table to fill in the operation cost 
at the plant hour rate. 


Dollar-Hour Calculator. $15.35. Wheel-type cal- 
culator answers at least 25 kinds of problems en- 
countered by the cost accountant or estimator. 
Fastest method known for estimating cost, produc- 
tion appraisals for graphic arts. 


Quick Count Copy Character Tabulator. $5.35. 
A transparent laminated sheet divided into squares. 
When upper left corner of tabulator is laid on 
upper left corner of typewritten copy, total number 
of characters in copy is shown on the tabulator at 
lower right corner of copy. 


Send your check or money order to 


Book Department 
The Inland and American 
PRINTER and LITHOGRAPHER 


79 W. Monroe St. Chicago 3, Ill. 
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ste ROBERTS... tops 


IN TYPOGRAPHIC NUMBERING 


MACHINES SINCE 1889 


The Roberts FB 
high speed rotary 
convex head 





The Roberts FB 
high speed rotary 
straight head 





Write or call Roberts Numbering Machine Division, 
Heller Roberts Manufacturing Corporation, 700 Jamaica 


“fl S - PERFECT 
CHASES 


Ist CHOICE for over 50 years 
in the Graphic Arts Industry! 


Leading men . . . superintendents, craftsmen, owners alike .. . 
invariably choose AMSCO Chases for their cylinder, job, duplex 
. .. Stereotype and electrotype work. Over the years they have 
found that when a chase is marked AMERICAN STEEL CHASE 
CO., it is the best and most reliable product available! 


@ Joints electrically welded to one-piece frames for extra 
strength and rigidity. 

@ Every Chase square and true. 

@ All AMSCO Chases carry lifetime guarantee. 

@ Chases stocked to press specifications. 

@ Special Chases to your specifications. 


AMERICAN STEEL CHASE COMPANY 


31-31 Forty-Eighth Ave., Long Island City 1, N. Y. 
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REGULAR CHASE QUADRUPLE CHASE PUBLICATION CHASE MIEHLE VERTICAL CHASE 
Over 300 leading dealers, coast-to-coast, handle AMSCO products. 
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Deposit Receipt Envelopes... 


another JUSTRITE specialty! 


Cc PLE F 
OMPLE TE FACKITIES tg SERVE ve 
u 


sx 
; - Le 
goers) | 


Voucher Wallet Style 


Style 


Deposit Receipt Envelopes are another popular 
banking item offered to dealers by the Justrite 


envelope companies of St. Paul and Atlanta. 


Used by banks and savings institutions, these dur- 
able envelope cases provide long-lasting usage for 
holding mechanically printed deposit receipts... as 
well as giving convenience appreciated by bank 


customers. 


Justrite Deposit Receipt Envelopes are furnished in 
either red rope or colored fiberine stocks especially 
made for long wear. They are featured in two pop- 
ular styles . . . side-top opening voucher style, and 
wallet style which opens on the side and has a deep 


wallet flap, as shown above. 


Your customers can choose a wide range of sizes in 
either style, including those recommended for Bur- 
roughs and National Cash Register machines. Here 
is an item that appeals to all banks as a positive 
good will builder. Ample area is provided on both 
sides of the envelope for business boosting adver- 


tising messages. 


Be sure to offer these profitable envelopes to your 
customers. Write either factory for samples and 
more information on these and other fast selling 


envelope products. 


Two Modern JUSTRITE Factories 
NORTHERN STATES ENVELOPE CoO. 
Jus 300 East Fourth Street e Saint Paul 1, Minnesota 


JUSTRITE ENVELOPE MFG. CO., INC. 
523 Stewart Avenue, S.W. e Atlanta, Georgia 
sold for Resale Only 
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UNIQUE, NEW 
LOOSE LEAF BINDING 
EASY TO REMOVE 

OR INSERT PAGES 








LITH-KEM-KO 


Tuperinl 
FOUNTAIN SOLUTION 


Men who run presses 
want the best fountain solution . . . most 
of them want Imperial. It’s unequalled on zinc or 
aluminum, keeps the water roller free of scum, keeps 
the plate desensitized. It’s always uniform and it’s 
economical too . . . one gallon makes up to 256 
gallons of solution . . . by adding water and 
gum. Try it. . . you'll discover why it’s the 
standard and has been for years. 





LITHO CHEMICAL & SUPPLY CO. | 
46 Harriet Place, Lynbrook, L. I., N. Y. 
Please send us complete information on | 
LITH-KEM-KO IMPERIAL FOUNTAIN SOLUTION 
Name Mae, | 
Company ; , 
Address 
City mmm State oa a a 
A A AS A AT SE AT TT ARN EES SIRES (mK FRAN 
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Need an original equipment 


VACUUM PUMP? 
See how GAST cuts your costs 








Above (1) is basic Model 1550 Vacuum Pump— 
(one of 13 sizes). For active customers, Gast 
builds this model in dozens of variations. Spe- 
cific needs are met for vacuum, pressure, lubri- 
cation, drive and type of service. 
For example, (2) is equipped for general purpose 
vacuum. (3) provides both vacuum and pressure 
for paper feeding. (4) oil-less model has carbon 
vanes; never needs oil. (5) has new constant 
level oiler for rigorous industrial duty. 
You save because Gast ingenuity and tooling and 
manufacturing efficiency permit high quality at 
production prices. 

WRITE FOR FULL DETAILS—REQUEST CATALOG 
Gast Manufacturing Corp.,P.O.Box 117-O, Benton Harbor, Mich. 


ae CAST & ' 


@ AIR MOTORS TO 7 HP. 

© COMPRESSORS TO 30 P.S.1. 

@ VACUUM PUMPS TO 26 IN. 
“Air may be your answer!" 








a te men 


NEW, 2 5 ba v7 


UTILITY STOCK TRUCK 


REMOVABLE SHELVES— Two shelves—21” x 26”. Ex- 
tended and tilted for practical handling of all loads. 
BIG WHEELS! MOVES EASILY! Big 5’ diameter 
rubber -tired wheels permit easy movement over 
rough spots—even when fully loaded. 

STURDY ROD AND PIPE CONSTRUCTION— 
Securely welded for heavy duty use. Built for years 
of service. 

TWO LOCKING WHEELS—'Porking Brakes’ on two 
wheels permit loading and storage on ramps. 
Shipped KD. Easily Assembled. 

IMMEDIATE DELIVERY. For price and details write: 



































F.P. ROSBACK COMPANY Benton Harbor, Michigan 














For a limited time, a reduced price on one 
of the most valuable books on costing in 
the entire graphic arts industry 


COSTS FOR 
PRINTERS 


Send check or money order to 


$14 
by Olive A. Ottaway 


Book Department 
The Inland and American 
PRINTER and LITHOGRAPHER 
79 W. Monroe St. Chicago 3, Ill. 
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PEERTES SS 


LPS ERE 


TIRE RMR eI Eat 





New Sizes 
36 x 48 
20 x 26 


BAUMFOLDER 
GOLDMINES 


36x 48... DOUBLE SIXTEEN 


14 Folding Sections 
ONLY $485 Initial . . . $335 Monthly 


20x 26... THREE RIGHT ANGLE 
16 page 
10 Folding Sections 


ONLY $253 Initial . . . $83 Monthly 
Do Phone Me Personally (Collect) LO 8-4470-71-72 


RUSSELL ERNEST BAUM, Inc. 


1540 Wood Street Philadelphia 2, Pa. 











VANDERCOOK & SONS, INC. 


General Offices, Research Laboratory, Demonstration Room & Factory 
3601 W. Touhy Ave., Chicago 45, Ill. Phone: ROgers Park 1-2100 
Eastern Sales and Service 


205 W. 34th St., New York 1, N.Y. Phone: BRyant 9-6270 


Western Sales and Service 


3156 Wilshire Blvd., Los Angeles 5, Calif. Phone: DUnkirk 8-9931 











Coming to Florida 


this spring? 






Sixth Graphic Arts Congress 





APRIL 28-MAY 1 — ORLANDO, FLORIDA 


Nation’s finest mid-winter printing show—equipment 
display and educational program. For details write C. 
I. Farrell, secretary, Graphie Arts Ass’n of Central Fla., 
Box 901, Orlando, Fla. 





















MIDGET 






a at A ean, Accurate 
NUMBERING? 


DO IT 
BETTER 
WITH 


ROTARY MODELS 


(Right angle or parallel) 


Fine workmanship, rugged construc- 
tion insure crisp accuracy, clean 
impressions, perfect sequence 
—every time! 





LOCK-WHEEL 





NONPAREIL 
MODEL 


Write for 
information and prices 


GD 3968 


WEIIER NUMBERING MACHINE CO. 


ATLANTIC AVENUE. & LOGAN STREET - BROOKLYN 8, N.Y 
ONLY UNION MADE NUMBERING MACHINE IN U.S.A 





147 








The 
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TeltclikeMMclileme-Wil-talaena 


classified 


buyers 


ouide 


RATES: Ordinary classified, $1.50 a line per 
insertion (figure 38 characters per line); mini- 
mum $4.50. Used monthly, $45 a year for 3 
lines; $15 for each additional line. Situation 
wanted, $1.15 a line, minimum $3.45. 


Display classified sold by column inch with 
discounts for larger space and three or more 
insertions. Sample rates: One inch used one 
time, $27, used 12 times, $22 per insertion. 
Two or four inches used one time, $25 per 
inch. Full rate schedule on request. Please 
send payment with order. 


Copy must be received at 79 W. Monroe St., 
Chicago 3, Ill, by the 18th of the month pre- 
ceding ‘date of publication. 


ADHESIVES 

CARB-N-SET Penetrating Glues are 
ed from coast t« oast to pad one time 
rbor NCR Spot aa other Forms 
teady-to-use CARB-N-SET FORMS, 
©. Box 8S, Roosevelt Sta., Dayton 17, O 





BUSINESS OPPORTUNITIES 

MORE PROFITS: Sell the Funeral Pro 

fession our complete printing and cal- 
dar line. All repeat items. Star Print- 

ng, 1228 Main St., Green Bay, Wis 





CALENDARS AND CALENDAR PADS 


WHOLESALE CALENDARS, MATCHES, 
ADVERTISING NOVELTIES TO THE 


PRINTER—Sell your regular printing 
customers and others. Fleming Calen- 
dar Co., 6535 Cottage Grove, Dept. S, 
Chicago 37, Ill 
CARBONIZING 


RANSKRI 


ORICINAL HOT WAX SPOT CARBON 
Adaptable to any stock. Write for free samples. 
SUPPLIERS TO THE TRADE EXCLUSIVELY! 


TRANSKRIT 633 Plymouth Ct., Chicago 5 
CORPORATION 704 Broadway, New York 3 














Looking for Practical, 
Time-Saving Shortcuts? 


APL lists plenty in every issue. See 
for yourself. Subscribe today. 


Inland & American Printer & Lithographer 








79 W. Monroe St. Chicago 3, Ill. 
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CARBON FORMS FINISHING 


CARBON FORMS 


Senutce 


YOU PRINT THEM... 
WE'LL FINISH THEM 


WE ARE NOT PRINTERS! We are in- 
terested only in handling the finishing 
operations of your one-time carbon forms, 
AFTER they leave your press. We have, 
at your service, the finest collating & 
tipping equipment in the industry, both 
fully automatic and semi-automatic, which 
insure a beautifully finished form, always. 
May we have the privilege of serving you 
soon? You can be sure your accounts will 
be held in the strictest confidence. 


* IBM CARDS * IBM CARD COLLATING 
* STATEMENTS* ROTARY SECTIONS 

* PAYROLL CHECKS 

* TIPPING OF ANY NATURE 





SERVICES 

¢ Perforating ¢ Padding 

* Collating & ¢ Wrap, Label & 
bev 4 Carton 

* Punching : 

¢ Proper Carbon ; Delioeee 

e Conieg g . Prompt Service 
Trimming © Fair Prices 

© Flat Sheet © Skids 
Gathering Accommodated 


We'll be glad to give an estimate on 
your next job. Just call or write. 
There’s no obligation, of course. 


ASK FOR RAY PAVLIK 


—Foun HOUSE, in. 


_. “One minute from Chicago” 
K\< 5200 W. 26th St., Cicero 50, Ill. 
. OLympic 2-9232 











EQUIPMENT & SUPPLIES FOR SALE 








FOR SALE—TO MAKE ROOM for lar- 
ger equipment. Harris offset press, 
35x45 2-color.Mod. LST Serial 111 with 
Cam feed, ink agitators and ATF spray 
gun. Now running finest 4-color work. 
$30,000 our floor, R. M. Rigby Printing 
Co., 816 Locust, Kansas City, Mo. Call 
BA. 1-8830 


EQUIPMENT & SUPPLIES FOR SALE (Contd.) 





Open door to 


SATISFACTION 


MILLER Models SG & SY units 

4 MIEHLE Verticals 

1 MIEHLE Horizontal 22x28 

2 MIEHLE 29 Letterpress 22x28 
MIEHLE Two Colors 46”, 56”, 65”, 70” 
SEYBOLD 40”, 44”, 50” cutters 
BRACKETT 25” Model A Trimmer 
SEYBOLD 4-VA three knife trimmer 
DEXTER 191-A 57” automatic 
VANDERCOOK Model 325-G 2434x27 
HARRIS Models LSB & LTN offsets 
ATF Big Chief 22x29 offset 

3 No. 2 KELLY 24x35 automatics 


TYPE & PRESS of Illinois Inc. 


3312 North Ravenswood, Chicago 
A trusted source of supply since 1932 











Insist on Megill’s 
Remember. Only Megill Makes 
Spring Tongue® Gauge Pins 
MEGILL’S PATENT 











$1.80 doz. with extra Tongues 





Sold by Printers Supply Dealers. 
THE 


EDWARD L. MEGILL CO. 


The Pioneer in 1870 
763 ATLANTIC AV., BROOKLYN 38, N.Y. 




















RICHARDS’ EXPERIENCE PAYS OFF 
Let us help you sell Die-Cut Printing 
Ask for Goose Book full of ideas 
J. A. RICHARDS CO., KALAMAZOO, Mich. 

















LINOTYPE, LUDLOW AND MONOTYPE 
mats. Save 25% to 70%. Send for lists. 
Midwest Matrix & Machinery Mart, Inc., 
633 Plymouth Court, Chicago 5, IIl. 





FOLDERS & FEEDERS—Large selec- 
tion, New, Used and Rebuilt Brown Fold- 
ing Machine Co., Since 1882. 3767 Chester 
Ave., Cleveland 14, Ohio. 
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EQUIPMENT & SUPPLIES FOR SALE (Contd.) 





how to get and hold 
Perfect Register 


This $1.35 Carlson 
stainless steel regis- 
ter pin sent free with 
the answer. Thin 
base. Will not buckle 
mask. Ample thumb space. Machined 
and polished to exactly .250”. 





This generous 
sample of Carl- 
son Mask also | 
sent free with 
the answer. 
Each sheet of 
Carlson Mask is clearly identified with 
the Carlson mark of quality. 


THE CHESLEY F. CARLSON COMPANY 


2240 Edgewood Avenue « Minneapolis 26, Minnesoto 








HELP WANTED 





INDUSTRIAL ENGINEER 
GRAPHIC ARTS 


We are a management consulting 
firm assisting a client, a progres- 
sive and expanding multi-plant 
printing firm, in obtaining a grad- 
uate industrial engineer exper- 
ienced in the graphic arts industry. 
Salary commensurate with ability 
and experience. Age 30-45. Will be 
responsible to develop and imple- 
ment programs of improvement in 
production facilities, production 
controls, and reduction of manu- 
facturing costs. Advancement to 
plant management position is avail- 
able. Eastern location. Please fur- 
nish resume of education and ex- 
perience, with recent photograph. 
Box R-20, Inland & Am. Printer & 
Lithog., 79 W. Monroe St., Chicago 
3, Illinois. 











HARRIS Model LSH 


4 color 50x68%2”. Maintenance, 
credentials and price right. Re- 
lease date approx. March 15th. 


TYPE & PRESS of ILLINOIS, Inc. 


3312 North Ravenswood, Chicago 














"ARMOR PLATE” your INKS! 
. GLAZCOTE ink conpDiTIONER 


des tough, scuff- &»scratch-resistant finish. 
Wh con $22 Send for Price List 


1 Ib. con $2. 20 
CENTRAL COMPOUNDING COMPANY 
1719 North Damen Avenue ¢ Chicago 47, Illinois 


. _Mirs. of Trik, 20/20 Overprint Varnish, 33 & 0-33 Ink 
Conditioners 








How to Sell Printing Creatively. 


By Mendel Segal. $25.35 for first copy, $20.35 
for additienal copies. Excellent comprehen- 
sive book on selling with principles, tech- 
niques and charts. Send check or money 
order to Book Dept., The Inland and Ameri- 
can PRINTER and LITHOGRAPHER, 79 W. 
Monroe, Chicago 3, Ill. 

















EQUIPMENT WANTED 


DEXTER PILE FEEDERS for 6/0 2- 
color Miehles. Ones not used for card 
or box stock. Write information on 
Serial, Type and Price to Box R-21, 
Inland & Am. Printer & Lithog., 79 W. 
Monroe, Chicago 38, Ill. 





WANTED: USED 85” AUTO SPACER 
cutter in good condition. Write or call 
Rigby Printing Company, 816 Locust, 
Kansas City, Missouri. BA-18830. 











LOOKING FOR A NEW JOB? 


Superintendent—Litho MIDWEST 000 
Superintendeat—Letterpress OHIO $ 8,000 - Hy 000 
Foreman—Litho Prep. Dept. 

exp. in quality 
™ — * work MIDWEST $12,000 - 
orem 

Litho” P Plate Dept. EAST $12,000 - 
Foreman— 

Stripping Dept. MIDWEST 
Estimators— 

Offset- eg dl MIDWEST 


$ 7,000 - 

$ 6,000 - H 8.000 
Cameramen, platemakers, strippers, 
Dressmen, compositors, proofreaders, 
monotype, folder operators, bindery- 


men, oftset pressmen. 


GRAPHIC ARTS EMPLOYMENT SERVICE 
Helen M. Winters, Manager 
Dept. ID-3, 307 E. 4th St., Cincinnati 2, Ohio 
List Your Confidential Application With Us. 








VICE PRESIDENT MANUFACTURING 
r WANTED FOR 
UNUSUAL LITHOGRAPH-PRINTING 
OPERATION 
in New England. Attractive compensa- 
tion arrangement for hard worker with 
record of success. Experience must in- 
clude bindery, camera, plate making 
and large-press full-color background. 
Small or large company experience. If 
competent to fill this position and have 
ambition and ability for future promo- 
tion to a vice presidency, write prompt- 
ly, giving full personal income and ex- 
perience details in first letter—in dupli- 
cate. Full confidences will be observed. 
Box R-22. Inland & Am. Printer & 
Lithog., 79 W. Monroe, Chicago 3, III. 








PRINTING ESTIMATOR 
Excellent opportunity for capable man ex- 
perienced figuring costs and prices, letterpress 
and offset. Top working conditions, permanent 
position in long established plant. Company 
paid insurance. Write full details, experience, 
salary expected. Application confidential. 
Baker Co., Box 910, Lubbock, Tex. 














WANTED: AN OLDER MAN well versed 
in book production. Experienced in book 
layout, stripping and complete know- 
ledge of book imposition. We want this 
man for supervision and for training. 
Write Halliday Lithograph Corp., West 
Hanover, Massachusetts. 





INSTRUCTIONS 


Linotype-Intertype Instruction 
Ohio Linotype School 
Logan 6, Ohio 





PORTABLE STOCK RACKS 


HERE’S THE ANSWER TO YOUR 
PAPER HANDLING 
PROBLEMS 


NEW CHALLENGE 
PORTABLE 
STOCK 
RACKS 


These modern units 
provide an easy, 
space-saving, time- 
saving means of 
handling various 
small jobs and mov- 
ing them between 
operations. Simply 
load stock on any 
or all of 16 remov- 
able shelves — two 
to each level. Rub- 
ber casters permit 
easy movement. 
Stock racks provide Model A 

30 to 40 sq. ft. 20” x 27” $75.75 
storage space in Model 8 


just a few square ™ a 
feet of floor space. 22” x 34 $89.75 











Available in two sizes. 
Price t.0.b. factory 





ms-102 Write 


Dept. IP-3 


TRADE-MARK ® 


THE CHALLENGE MACHINERY CO. 
GRAND HAVEN, MICHIGAN 

















SALES AIDS 
e = 
the world’s finest 
printing sales magazine 
be °, Py * 
with your own imprint, 





. » . May be exclusively yours in your 
own sales'area. Gives helps, hints to 
buyer of printing. Uses process color, 
quality design. Some franchises open. 
Write today for free samples, prices. 


Tips * 161 E. Grand Ave. * Chicago, Ill. 
aa sewn 


“It Sells printing!” 


@ Use “The Notebook of a Printer.” It's the best 
printer's house-organ you can t because it 
sells printing. Your name designed into it. Smart, 
low cost. les copy wins notl. award. ASK. 
Maybe your city and area is open. “It brings in 
business.” “Prospects call us.’ “It makes money”’ 

. Clients pe Send for facts: The ARBOGUST 
Co., Adv., 228 N. LaSalle St., Chicago 1, Illinois. 














MAILING PIECES FOR THE PRINTER 
Wayside Press, Interurban Bldg. 
Dallas, Texas 





TICKETS 


TICKETS—Roll, Machine Folded for 
Amusements. Work Tickets, Reserved 
Seat, Strip, Merchants Trade Day, etc. 
Stock roll tickets. Daly Ticket Company, 
Collinsville, Illinois. 





TYPE & TYPE FOUNDERS 










HEADQUARTERS FOR 


CEN TAUR 


«..and many other fine, useful types. 
Send for prices and specimens of all 
M&éEH Foundry Types. 
MACKENZIE & HARRIS, INC. 


659 FOLSOM STREET, SAN FRANCISCO 7, CALIFORNIA 
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A man who’s out to make a name for himself and his 
company — makes it a habit to read his businesspaper regularly 
and thoroughly. You know there’s no surer way to keep abreast 
of what goes on in your trade or industry. No richer source of 
useful, usable ideas for getting ahead in your job, or in your field 
—than the advertising and editorial pages of ... your businesspaper. 








PHOTO ON LOCATION BY EHRENBERG 


Where there’s business action, there’s a 
businesspaper . . » Where there’s printing business there’s 


The Inland and American 


PRINTER and LITHOGRAPHER 


One of a series of advertisements prepared by the ASSOCIATED BUSINESS PUBLICATIONS 
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* WHY PRINTING SALESMEN GO NUTS: The cus- 
tomer specified a Christmas card of classic elegance—glossy 
paper, French fold, four-color process—in brief, the works! 
He emphasized that the art work must be superior, in ex- 
cellent taste, and the very epitome of the Christmas spirit. 

Two cays later the salesman returned with an armload 
of artwork and layouts, carefully designed to the custom- 
er's specifications. As the salesman explained the virtues of 
each piece of art and each layout, the customer became more 
and more uncomfortable. : 

Finally, with a sheepish grin, the customer interrupted 
the salesman’s enthusiastic presentation. 

“These are beautiful,” admitted the customer, “and I 
appreciate the effort you have gone to—but this is the de- 
sign for our Christmas card this year.” 

The salesman simply stared at the drawing of the Three 
Wise Men held out by the customer. The camels were 
slightly sway-backed, the Wise Men were too tall, and the 
Star in the East was purple. 

“My son's,” explained the customer. “His mother and I 
think it truly represents the Christmas spirit. Please print 
1,000 copies—and the cost isn’t important.” 


* SAM KATZ, Detroit printing firm owner, tried to join 
forces with Harry Suffrin, but a clothing firm beat him to 
it. Name of firm would have been “Suffrin-Katz.” 


* PAYOLA—THAT WORD that shook television, has 
been levelled at the newspapers. The allegation that “a 
substantial amount of payola” is present in the newspaper 
world was made by Ralph Ober, professor of journalism 
and public relations at a new school for social research in 
New York. Previously, he was a member of the staff of the 
New York Times. 

Claiming that some 80% of the copy used in American 
newspapers came from public relations sources, Professor 
Ober said that frequently it was partly or wholly inaccurate 
material. Referring to the practice of undercover payments 
to obtain editorial publicity for particular products or per- 
sonalities, he said that although some reporters and colum- 
nists made it their business to send back all gifts, he would 
like to see it stopped entirely. He suggested that newspapers 
set up a code of ethics to deter the use of payola. 

Actually, everything that gets printed is publicity or ad- 
vertising for some one or some product, even though such 
publicity may be unfavorable in some instances. But to take 
money or other gifts in exchange for getting favorable pub- 
licity published is just about as reprehensible an act as any 
editor or reporter could commit. 
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Even more nauseating, in our book, is for an editor to 
publish unworthy or downright objectionable publicity for 
a company or individual who may hold out advertising as 
bait—either advertising presently being published or prom- 
ised for future issues. Sometimes it is implied (seldom in 
writing) that if such publicity does not appear the publica- 
tion will lose an advertising contract or not get one in the 
first place. 

The selection of editorial material to be presented to 
readers must be left to the discretion of the editor. There 
must be no undue pressures exerted; if they are, they must 
be resisted to the last ditch. The editor should at all times 
be the final judge of what his subscribers shall read in his 
publication. 

And so it goes. Newspapers are no different than trade 
publications as far as publicity and propaganda are con- 
cerned. Both have the same problems. If the moral fiber of 
every editor and publisher is as good as it should be, then 
there should be no doubt about how to handle “payola.” 


* WAR ON OBJECTIONABLE GREETING CARDS 
has been declared by members of the Greeting Card Asso- 
ciation, which has its headquarters in New York. The asso- 
ciation’s directors have passed a resolution opposing cards 
which do not conform to accepted standards of good taste, 
good morals, and good social usage. 

Just think how much fun Congressional committees 
could have if they started to review questionable greeting 
cards. Sessions would be just one hilarious uproar—just 
about the same kind of situation as though they started 
reading all the comic books in order to censor them. 

We've seen some pretty bad cards, though—some we 
thought were downright lurid and certainly in bad taste. 
It's commendable that the association has started its own 
policing action before the public—the morally sound pub- 
lic, that is—takes up the hue and cry. The association has 
offered its codperation to the Post Office in order to keep 
the mails free of obscene and pornographic matter. 

Maybe the association can’t stop non-members from 
printing such cards, but the Post Office might! 


* THE FIRST DOLLAR SIGN ($) cast in an American 
type foundry (1797) was used in a Philadelphia printing 
of the Encyclopedia Brittanica. 


* LAST WORDS YOU WON'T FORGET: It is much 
more dangerous to oversell than to undersell. If you under- 
sell, you can lose only the order, but if you oversell, you 
can lose the customer. 
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Every sheet and roll has a printed guide-line 
and caliper number. Each arrow is exactly 
10 inches from the point of any arrow to any 
other. Every sheet or roll clearly shows the 
caliper number and grain direction of that sheet. 
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Cromwell Printed 
Tympan and Offset 
Packing was de- 
signed for the printer 
who wants the very 
best press prepa- 
ration. 


— 
> 


Result... you can quickly and 


easily measure off the Tympan 
or Offset Packing you need with- 
out waste... you can read the 
grain direction, caliper and size 
. +. yOu can maintain stock control 
at a glance. 




































Cromwell Offset Packing, 
treated to prevent slip, stops 
unnecessary new make- 
ready—reduces downtime. 


Of course, there's no 
doubt about famous 
Cromwell quality. It's 
tough, it resists oil, 
humidity and temper- 
ature changes, mois- 
ture and cleaning 
solvents—and each 
sheet is absolutely 
uniform, Available in 
sheets or rolls to your 
specifications. 
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The best run for your money— I'd like to test Cromwell Printed ( ) Tympan ( ) Offset Packing. 
unconditionally guaranteed (check one). Send free sample. 
CROMWELL ee 
oe ; cf 2 c™ @ 3 ree Be ze AY Cc i Lf 
aa Addr 
180 N. WABASH AVENUE City iit 































CHICAGO 1, ILLINOIS 
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LINES 
PER YEAR 


BASED ON ONE:-MONARCH OPERATING THIRTEEN _ 
SEVEN AND ONE-HALF HOUR SHIFTS PER WEEK i ‘a 








NEW INTERTYPE MONARCH sets type much 


faster than any other tape operated machine ever built. The 
extra lines pouring out of the MONARCH day after day add 
up to as much as a million lines of newspaper text per year. 
That is equivalent to a galley two miles long! Think what this 
extra production can mean in terms of deadlines, operating 
efficiency and competitive advantages. 

In book production a MONARCH Can give you up to 600,000 
lines of extra output per year. That’s 20,000 more pages of 
composition per machine. Economies of equal magnitude can 
also be realized in all job work that can be set automatically. 


Get there first with the fastest ...the amazing Intertype 
MONARCH, designed from the base up to set new standards of 
production and economy in your composing room. 


meee §=INTERTYPE COMPANY 


dabicks” ra bateed! A Division of Harris-Intertype Corporation 
<pucetabaersasts 360 FURMAN STREET, BROOKLYN 1, N. Y. 


New York, Chicago, Cleveland, San Francisco, 
Los Angeles, New Orleans, Boston 


Set in 11 Pt. Royal. Display is Fotosetter Futura Bold. Intertype and Fotosetter are registered trademarks 


7 





